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” |Rough Proofs 


Henry Ford II thinks prices are 
. too high, and Ford sales execu- 
tives, dealers and customers are 
all willing to admit that they agree 
with him. 
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Admen are being given another 
chance to rate International Cor- 
respondence School mail - order 
ads, and Chicagoans think Experts 
Clyde Bedell and Bill Townsend 
should try their hands at it. 


, wg 


Foam rubber mattresses will 
make tremendous inroads on the 
conventional mattress field, pre- 
dicts Robert S. Childs. 

He means conventional mat- 
resses will get their lumps. 
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Publishers who insist that paper 
is just as scarce as ever, wonder 
vhat’s become of all those war- 
ime drives for more wood cutting, 
salvage and conservation. 
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Gladys the beautiful receptionist 
kays misery must love company, 
© many publishers are attending 
onventions all over the country 
ight now. 

le 


Country Gent suggests that 1947 
be nominated as “Soil Conserva- 
ion Year,” a slogan with which 
mothers of six-year-old boys are 
m hearty accord. 
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“Advertising, by selling more 
oods, makes your job more se- 
ure,” the new AFA copy says. 
Could arrangements be made to 
un it in the labor press? 
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Sixty-two per cent of ANA 
embers, says a report, ship dis- 
lays to dealers without making 
stallation arrangements. 

A touching evidence of faith in 
iman nature. 
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The jargon of wartime controls 
rsists, as a New York advertis- 
bg agency issues a release re- 
rting the “upgrading” of half a 
zen of its personnel. 
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With a new lemon campaign, 
nkist is going after a share of 
hat it calls “the $85,000,000 laxa- 
fe market.” 

What ever became of Cascarets? 
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Washington, says the Times- 
erald, is predominantly middle 
ass, with no extremes of wealth 
poverty. 
han at Investigating Republicans sus- 
ct there are at least a few in 
yur ad t@¢ upper brackets. 
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Successful business executives, 

rounded by public relations 

Unsel, sometimes forget when 

, per@’ essing conventions that they 

vspa} expected to be wise rather 
witty. 
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AA’s Ad-Libber reports that 
fe California cars were seen 
ently in one block in Florida. 
Probably refugees from the 
Se Bowl game. 
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Copy Cus. 


Paper Outlook Bad, 
Ad Prospect Good, 


Publishers Hear 


First Open NPA Session 
Concentrates on Media 
Duties to Public 


New YorK—tThe responsibilities 
of magazines to their advertisers | 
and reading public provided the | 
theme of the first open meeting of | 
the National Publishers Associa- | 
tion here last week. 

Many problems of publishing— | 
paper, the value of research, the | 
importance of editorial pioneering | 
and outlook, and prospects for the | 


YANKEE BATTLE—in 
the announcement that Atwell 
longtime distributor of Ediphone prod- | 
ucts, was dropping the Edison line for | 


New England, 
Co., 


coming year—were aired at the 
| meeting. 


| In packed sessions at the Wal- | 


| dorf-Astoria, the NPA heard E. W. 
|Tinker, executive secretary of 
|American Pulp & Paper Associa- 
|tion, and R. M. Fowler, president 
lof Canadian Pulp & Paper Asso- 
iciation, discuss the paper prob- 
lem. Mr. Fowler characterized it 
as a “strange shortage” in which 
;more paper was being supplied 
|than in any previous year, some 
\47% more newsprint and 100% 
more pulp. He pointed out that 
demand might be inflated, but held 


little prospect for any increase in| 


imports. 
Hears Editors’ Panel 


an editors’ panel, composed of Ben 
Hibbs of The Saturday Evening 
Post, Thomas S. Matthews, Time, 
Otis Wiese, McCall’s, Frederick L. 
Allen, Harper’s Magazine, George 
|Delacorte Jr., Dell Publications, 
and Earl Shaner, Steel. 

Mr. Hibbs revealed that the Post 
would shortly present a series of 
articles by Edgar Snow, which 


Russian viewpoint. Some of his 
editors are still in violent opposi- 
ition, he said, but he felt that the 


reports were excellent, but there 
were times when editors needed 
to ignore readership reports and 
turn out material not necessarily 
of popular appeal 
establish the magazine’s character. 

Mr. Matthews stressed the need 
for better editors and reporters, 
better students of history, lan- 
guage and economics, as well as 
better writers. 

Dr. Raymond Miller, president 

(Continued on Page 8) 


Try your hand 


at ranking ICS ads, 
Page 59. Other features 
this week: 


Ad-libbing . 12 
Chain Store Figures 72 
| Department Store Sales. 55 
Editorials . 12 
Farm Paper Figures. 48 
| Feature Page 43 
| Getting Personal 32 
Information for Advertisers. 12 
In Washington 69 
Magazine Figures . 66, 68 | 


Photographic Review 
Private Lines ; 
Rough Proofs 


Voice of the Advertiser. 52 


In a marked departure from) 
previous sessions, the NPA heard | 


would reveal the world from the | 


Russian view needed telling. Mr. | 


| Edi , s q j < i _ | that tal ch Ss ‘ 
Hibbs also pointed out that Starch | ison, and would henceforth sell! Mr. Lewis asserted, will undoubt at postal charges to small and 


in order to) 


| the new Audograph, provoked this 

| full-page ad. A corollary was the shift- 

| ing of the Edison account from Federal 

Advertising Agency to James Thomas 
Chirurg Co. 


New England Scrap 
Starts as Atwell 
Picks Audograph 


Edison Account Shifts 
to Chirurg; Company 
Opens Own Offices 


HARTFORD—A new battle is be- 
ing waged throughout New Eng- 
,land—the battle of dictating 
| equipment. 

For many years, leading sales in 
,this equipment in New England 
|were racked up by the Atwell 
|Company, which distributed the 
| Edison Voicewriter and other Edi- 
|phone products made by Thomas 
| A. Edison, Inc. 

As 1947 began, New England 
newspapers carried the announce- 
ment that the Atwell Company 
had terminated its agreement with 


(Continued on Page 75) 


Second, Third Class 


Postage in for Fight 


NAEA Advisory 
Group fo Screen 


Research Projects 


Action Will End 
Useless Studies, 
Egan Tells Meeting 


‘Magazine Giants’, Big 
Dailies Told They 
Should 'Pay Own Way’ 


WASHINGTON — An investigation 
| of postage rates was shaping up 
|in the Senate last week as the 
|Post Office Department looked for 
ways of forestalling what threat- 
‘ens by 1948 to be the largest 
| postal deficit in history. 

In preliminary talks with the 
/new Senate civil service and post 
| office committee Tuesday, top Post 
| Office officials indicated that the 


(Other stories covering sessions | department was looking largely to 
of the NAEA meeting last week | higher second and third class post- 


appear on Pages 6, 14 and 79.) 
(Pictures on Pages 74 and 77) 


Cuicaco—Although it was un- 
heralded, only a minute long and 
so close to the end of the Tuesday 
morning session that most mem- 
bers missed it, a research com- 
mittee report to the Newspaper 
Advertising Executives Associa- 
tion developed as perhaps the most 
far-reaching of all action at 
NAEA’s annual meeting here last 
week. 


John F. Lewis, advertising di- | 


age rates to decrease this loss. 

It will also ask continuation of 
the three cent local rate, which 
;otherwise expires June 30. Be- 
|tween now and Feb. 18, when the 
department will supply specific 
proposals for rate increases, Sen. 
William Langer (R., N. D.), com- 
mittee chairman, will press for a 
full-dress investigation of the 
Post Office rate structure. 


Big Publications Target 


When the rates come up for 


rector, St. Paul Dispatch and Pio- | consideration, there will be strong 
neer Press, revealed that the re- | Pressure to make larger, nationally 
search committee has established | distributed publications absorb the 
an advisory committee headed by | >ulk of the increased charges. 


Vergil Reed, associate director of | 


research, J. Walter 


On Wednesday, Sen. James 


Thompson | Murray (D., Mont.) retiring chair- 


Company, New York, to screen all | ™an of the Senate small business 


newspaper research projects. 

The advisory group, composed 
of agency men and advertisers, 
will indicate approval or disap- 
proval of media and market re- 
search when outlines are sub- 
mitted by newspapers. Their ac- 
tion is designed to eliminate du- 


plication of effort, erroneous 
methods and merely useless 
studies. 


Is ‘Seal of Acceptance’ 


committee, urged Langer to pro- 
ceed with his investigation, with 
a view of working out “reasonable 
increases” on the charges to big 
publishers—“those who can afford 
At,” 

Senator Murray, who has been 
conducting an investigation of the 
problems of small newspaper pub- 
lishers, argued that the newsprint 
shortage and other rising costs 
have hit smallest papers hardest. 
In order to lighten rather than 


Approval by the advisory group, iadd to their burden, he suggested 


(Continued on Page 73) 


spot radio, 


Last Minute News Flashes 
Ballard Heads Gardner's Eastern Operations 


New YorK—Sam M. Ballard, executive vice-president of Gardner | 
Advertising Company, in charge of the Monsanto Chemical Company | 
and New York Stock Exchange accounts, has been appointed head of | 
the agency’s eastern operations and has transferred his headquarters | 
from St. Louis to the office here. He will continue as a member of | 
Gardner’s board of directors and executive committee. | 


Elgin American Launches $1,000,000 Campaign 
ELGIn, ILLt.—Elgin American division of Illinois Watch Case Com- 
pany has launched a $1,000,000 campaign for its compacts, cigaret 
cases and dresser sets, beginning with newspaper ads Jan. 19. 
stepped up drive will include full-page color ads in The American | 
Weekly, Life and women’s fashion, service and romance magazines, 
newspaper roto sections, 
Weiss & Geller, Chicago, is the agency. 


Sugar Foundation Starts Consumer Copy 

New YorK—Sugar Research Foundation is starting its first con- 
sumer advertising campaign with black-and-white pages in Ladies’ | 
Home Journal, Life and The Saturday Evening Post. 


The 


direct mail and dealer aids. 


| 


The organiza- | 


tion, founded in 1942, represents most sugar growers and refiners, and | 
appointed J. M. Mathes, Inc., about a year ago. 


Zuccaire Becomes Orr Agency V.P. 


(Additional News Flashes on Page 79) 


New YorK—Jacques Zuccaire has resigned as vice-president and | 
77| art director of Lennen & Mitchell to become vice-president in charge | 
7| of art and production of Robert W. Orr & Associates. 


there’s too 


new papers should, if anything, be 
| lowered. 

“Almost 25,000 publishers have 
| second class mail privileges,” he 


Love in Bloom, 
a la Perfume Copy 


CHIcAGo—James D. 
Mooney, president and 
board chairman of Willys- 
Overland Motors, thinks 
much sex and 
cheesecake in advertising. 
To prove it he demonstrated 
to the Newspaper Advertis- 
ing Executives Association 
how fast events can move 
with a series of six different 
perfume ads, which he said 
he had arranged into a “log- 
ical sequence.” Their head- 
lines—or text—said: 

1. “8:30—the hour when 
evening stands poised in an 
aura of promise.” 


2. “Intoxication.”’ 
3. “Frenzy.” 
4. “Danger.” 
5. “Surrender.” 
6. 


“Tail spin.” 
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2 
reported, “yet our staff has in- 
formation showing about one- 


fourth of the volume of second 
class traffic is contributed by 15 
magazine giants. 

“A handful of nationally cir- 
culated magazines and big news- 
papers fill second class mail sacks. 
It is their mail which is re- 
sponsible for the lion’s share of the 
second class mail deficit. 
can and should pay their own 
way.” 

Senator Murray’s specific pro- 
posals on how to shift the burden 
on second class rates may be re- 
vealed before the end of the 
month, when he will issue a final 
report as retiring chairman of the 
Senate committee. 

His investigation of publishing 
problems failed to come to a pub- 


lic hearing stage after Republican | 


committee members voiced their 


opposition. 

One proposal to assure small 
papers advantageous treatment 
under second class _ privileges 


would allow all publications free 
delivery of a definite number of 


They | 


copies—possibly 10,000 to 25,000— 
anywhere in the country. Progres- 
|sively higher rates would be 
|charged as the number of copies 
| exceeded the free quota, so that 
mass circulation publications 
would be charged a maximum 
| rate. 


P. O. Loses $148,000,000 


Largely because of higher wages 
'—which are 80% of the depart- 
|ment’s operating expense—the 
|Post Office was back in the red 
|to the extent of $148,000,000 for 
the year that ended last June. 

With little additional revenue in 
|sight at present rates, the deficit 
| mounted to the point where it will 
‘reach nearly $300,000,000 for the 
|present fiscal year and $352,000,- 
000 for fiscal 1947. 

Though expanded use of the 
|mail by business may result in 
‘about 3% greater traffic in 1948 
| over 1946, the shift to less profit- 
‘able classes of mail has resulted 
jin a drop in revenues. 
| For 1947, revenues will prob- 
jably amount to $1,173,330,000, 


about $1,150,000 below 1946. By 
1948, revenues may be $30,000,000 
below 1946. 

Cost figures for 1945—the most 
recent which the department has 
issued—hold up second and third 
class postage as the big losers. 

During that year, the depart- 
ment claims to have lost $107,211,- 
643 on all second class services, 
and $22,947,773 on third class. The 
only other substantial loss item 
was penalty mail, charged off for 
about $50,000,000. 

According to the 1945 cost as- 
certainment report of the depart- 
ment, the present second class 
rates resulted in losses for all 
types of publications handled on 
zone rates. The department fig- 
ures it lost $40,750,000 in handling 
daily newspapers, $17,000,000 for 
newspapers other than dailies, and 
$29,950,000 on other types of pub- 
lications. 

Total revenue from _ publisher 
second class mail amounted to 
only $26,223,011, while costs as- 
signed to it totaled $133,149,000. 

In his budget message, the 
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in epeticles, PF 


“All Right, Bertram, I'll Give You Back Your 1|OWA Territory” 


No need for you to pine for the lush sales of 


urban Iowa—when the Des Moines Sunday 
Register packages that market so easily! Yes 
indeed, this one newspaper gives you 76% cov- 


erage of lowa’s urban buyers—a statewide mar- 


ket ranking among America’s first 20 cities. You 


get it all at the low milline rate of $1.68—a unique 


opportunity offered by a unique newspaper! 


ABC Circulation September 30, 1946: 
Daily 362,682—Sunday 475,461 


THE DES MOINES 
REGISTER anv TRIBUNE 


witty wee 
SW hitny Un), 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


President advised that the Post- 
master General would submit rate 
adjustments to put the service on 
a paying basis. While he did not 
indicate where these changes 
would be made, the administra- 
tion previously had questioned the 
wisdom of second class and third 
class. When higher rates for these 
classes were mentioned in the past, 
opposition rallied around the orig- 
inal Second Class Act, which 
established bargain rates to en- 
courage the diffusion of informa- 
tion. On the other hand, the rates 
have been attacked as a subsidy 
for the publishing industry. 

Fiscal 1945, the last of the 
“profitable” war years, showed a 
$241,600,000 profit on first class 
mail and a favorable balance of 
$688,000 on $232,000,000 of fourth 
class business. 


Airmail Gains 


During 1948 the department ex- 
pects to handle 5,600,000,000 units 
of publisher second class mail, an 
estimated 200,000,000 more than in 
1946. The revenue from each unit 
amounts to .635 cents. Revenue 
per unit amounted to only .572 
| cents in 1946. 

The budget also estimates 11,- 


Advertising Age, January 20, 1947 


Whitelaw Reid 
Becomes Editor 
of ‘Herald Trib’ 


New YorK—Whitelaw Reid has 
been appointed editor of the New 
York Herald Tribune, succeeding 
his father, Ogden Reid, who died 
Jan. 3 (AA, Jan. 13). Helen 
Rogers Reid, Mr. Reid’s widow, 
has been named president of New 
York Tribune, Inc., which pub- 
lishes the newspaper, and White- 
law Reid, vice-president. 

Mr. Reid joined the Herald 
Tribune in the mechanical depart- 
ment in 1938, served briefly in the 
business division, and in 1939 was 
on the staff of its facsimile exhibit 
at the World’s Fair, of which he 
later took charge. In January, 
1940, he joined the city staff, and 
in June of that year became a 
member of the paper’s London bu- 
reau. He returned to the U. S. in 
1941. After five years’ service 
with the Navy, he returned to the 
paper in February of last year as 
assistant to the editor. 

Mrs. Reid was bequeathed all of 
the 170 shares of capital stock of 
New York Tribune, Inc., which her 


400,000,000 units of nonlocal let-| husband owned. Financial records 
ters and sealed packages at first | show the company has 200 share: 
class rates averaging 3.528 cents.|of capital stock outstanding with 


It visualizes 2,000,000,000 airmail 
units at the new five-cent rate 
| compared with 755,000,000 units 
}in 1946 at the higher rate. 

Third class—direct mail adver- 
|tising matter—is expected to climb 
from 6,220,000,000 units in 1946 
ito 6,530,000,000 in 1947 and 6,- 
800,000,000 in 1948. 

| Likewise, catalogs should climb 
from 50,000,000 handled in 1946 
ito 52,000,000 in 1947 and 55,000,- 
/000 in 1948. Revenue for each 
|ecatalog is estimated at 9.5 cents 
instead of 9 cents in 1946. 

Traffic in fourth class parcels 
is likely to increase, though reve- 
nue declines. The budget esti- 
mates 890,000,000 at an average of 
21.876 cents during 1948, com- 
pared with 847,000,000 at 23.648 
cents in 1946. 
| The Post Office is also counting 
on an increase of 1,000,000 units 
in publisher second class mail 
going overseas during 1948, for a 
|total of 57,000,000 units. 


} . 
'Schweim Agency Moves 
| Charles Schweim Company has 


moved its offices to 300 Francis! Michigan Ave. now leased by the 


Palms building, Detroit 1. 


‘a par value of $1,000 a share. 


Steen Heads Booth Ads 


Harvey Steen, formerly adver- 
i'tising manager of National Tea 
|Company, has been appointed ad- 
|vertising manager of Booth Fish- 
|eries Corporation, Chicago, suc- 
ceeding L. Carl Blanke, resigned 
|Herbert H. Behrel, traffic man- 
jager, has been named sales pro- 
|motion manager of Booth’s quick § 
| frozen foods division. 


Names Lamport, Fox 


Freeman Mfg. Company, Stur- 
gis, Mich., manufacturer of girdle 
;}and anatomical supports, ha 
|/named Lamport, Fox, Prell & 
|Dolk, South Bend, to handle it 
| advertising. 


To Robert Isaacson 

Norje Jewelers, Inc., New York, 
has placed its advertising with 
Robert Isaacson Associates, New 
York. 


WIND to Move May 1 


Station WIND, Chicago, on May 
1 will move to the space at 400 N 


Arts Club. 
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Man, the detached observer, possesses the unique ability to see what is set before his 
eyes—and do absolutely nothing about it. Not so his wife. It is well known that 
women seize instantly upon whatever they see and set about transforming it into something 
related to themselves, their families, or their lives. This endless quest for living material goes all 
the way from the chance primrose in their paths to the magazines they select to read. 


We like to think that the extraordinary success of our magazine springs from a 
recognition of this omnipresent feminine characteristic. We believe that in the 
Journal women discover more values for living. e And, since women read to live— 
and bring their reading to living, many advertisers tell us they believe their messages 
in the Journal share this special living scrutiny. e ‘Never Underestimate the Power 
of a Woman” may have started as a solo; today it’s practically a chorus. 


. ateoleg da Ww, Words wntl. 


largest audited woman audience in the world 
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ABC Suspends 
New York Video 


New York—With WABD, the | 


DuMont television station here, 
slated to go off the air Jan. 24 for 
about 30 days while a new antenna 
is installed, the American Broad- 
casting Company, which has been 
using WABD as a New York out- 
let, announced discontinuance of 
all television studio programming 


period.” 


ABC will continue to produce, 


films for video, including an in- 
‘dustry documentary series alfeady 
under way, and will continue pro- 
gramming on WBKB, Chicago, and 
WPTZ, Philadelphia, but prob- 
ably will not resume production 
of shows in New York until the 
network gets its own outlet here. 
FCC approval of an ABC video 
station is expected momentarily. 
(Earlier story on Page 53.) 


during its shutdown of WABD, | 


improvements and alterations will 
be made in the station’s studios, in 
the John Wanamaker store, in 
preparation for seven-day, 28- 
hour-per-week operations sched- 
uled to begin April 1. 


Names Schmidt A.M. 


Walter M. Schmidt, recently re- 
leased from the Army air forces, 
has been named advertising man- 
ager of the Brooklyn Digest Maga- 


Hard Selling Is 


Ahead, Dry Goods 
Retailers Agree 


New YorK—Facing a yeay over- 
shadowed by the menace of over- 
inflated inventories and oft-pre- 


in New York 


“for an indefinite 


DuMont meantime reported that | vine. 


dicted recession, 


National 


“Read this 


Put yourself in the place of a farmer reading his 
FARM JOURNAL. When you see this headline, you 
expect information that will help you grow more 
bushels to the acre. You want that information as 
soon as it is available. Before you sow your oats. 
Before you buy your seed. And you will not be dis- 
appointed. For FARM JOURNAL, month after month, 
takes to 2,600,000 farmers the /atest agricultural 
news, on the fastest magazine printing schedule known 
to any national farm publication. 

Four days from editor to reader. Four days is the 
time from the closing of last editorial forms until 
virtually all the 2,600,000 copies are in farmers’ 
mail boxes. This speed publishing gives editors the 
opportunity to be timely. “Poultry and Turkey 
* “Early lambs will pay 


best—breed ewes now.” “Milk demand will stay 


Growers should cash in.’ 


high.” “Sell corn.” Items of practical use that put 


ey es 
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before you SOW OATS” 


MORE FARMERS READ 


THIS PAGE thao any other periodical 
publication of any kind anywhere. It is a monthly 
feature of Farm Journal, containing the very latest 
information from authentic sources. Four days after 
the form is locked, virtually the entire 2,600,000 
edition of Farm Journal is in the hands of readers. 
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FARM JOURNAL farmers on an informed basis. 
Money-making suggestions that contribute to the 
higher-than-average income of FARM JOURNAL 
families and give to FARM JOURNAL pages an un- 
rivalled attentive readership. 

In serving agriculture better, FARM JOURNAL has 
also served with increasing effectiveness the manu- 
facturers and merchants who use its advertising 
pages. These numbered, in 1946, 1,182 adver- 
tisers who used 2,639 columns in FARM JOURNAL 
with a total investment of $4,943,877.20. 


GRAHAM PATTERSON, Publisher 


arm Journal 


THE WORLD’S LARGEST RURAL MAGAZINE 
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Advertising Age, January 20, 1947 


Retail Dry Goods Association gath- 
ered here last week for its 36th 
convention, and the focus of 
principal attention was the re- 
turn of competitive selling. 

While NRDGA was in session, 
J. Gordon Dakins, manager of its 
credit management division, told 
the Canadian Retail Federation in 
Toronto that a poll of stores in 
106 cities in 41 states showed: 
(1) An increase of charge account 
applications in 42% of the stores 
(average increase 40% over last 
year); (2) charge account sales 
increased in 71% of the stores 
(average increase 25%); (3) in- 
stalment sales increased in 46% 
of the stores (average increase 
25% over 1945 levels). 

But the study also showed that: 
(1) About half the stores still offer 
the same terms as they did before 
Regulation W was modified and 
“a year to pay” is still the most 
popular term; (2) 86% of the 
stores add .5% a month to bal- 
ance after down payment; (3) 
51% of the stores refund the pay- 
ment in full if the account is paid 
up in 90 days. 

The retailers heard one leader 
after another predict top, tough 
competition. 


Discusses Mutual Problems 


B. Lewis Posen, publicity di- 
rector of Hochschild, Kohn & Co., 
Baltimore, reported on NRDGA’s 
relations with the Newspaper Ad- 
vertising Executives Association, 
and the efforts of the two associa- 
tions to work out mutual prob- 
lems. 

Mr. Posen said that after the 
meeting of the sales promotion di- 
vision this spring, he hoped to re- 
port to NRDGA on joint projects, 
clinics on production for stores 
and newspapers, and information 
of research needs of stores for 
papers. 

John Giesen, retail director of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Asso- 
ciation, described the bureau’s 
“Retail Memo,” and how it as- 
sists newspaper solicitors and re- 
tailers. 

Similarly, E. C. Sullivan, gen- 
eral manager of Joske’s, San An- 
tonio department store, reported 
the results of the test conducted 
by the National Association of 
Broadcasters with Joske’s. 

In the test, Joske’s learned: 
(1) radio copywriters are essen- 
tial, and a good newspaper copy- 
writer may be worthless on the 
air; (2) be certain that talent will 
last through a series; (3) check 
radio serials carefully; (4) serials 
don’t work for Joske’s, anyhow: 
and (5) check time carefully. 


To John Falkner Arndt 


Philadelphia Coke Company has 
named John Falkner Arndt & Co., 
Philadelphia, to direct its adver- 
tising. 


To Advertisers’ Service 


Louis Sperling has joined Ad- 
vertisers’ Service Company, Paw- 
tucket, R. I., as manager of radio 
production. 


“WHERE DO WE GO 
FROM HERE 2 


cee 


you'll know 
| when you’ve 
| seen the 
| movie starring 
| all America 


a a ay bs 
? a ae eee | Gh 
rae my - » 5 ¢ me Pe Fee te a < . y - a or ee. ie: ae ie 
Ty ve ae | we Ae pia Ree La Be & ¢ -& , Ae ; Ch cast ree iin ae ' a 
; P mes = - “ote : F “i * a = * c . : a ap - : d : h d ¢ - a giketd 
a ae . 
aoe | ee 
as 
bs 
= hz! ee 
a a ee 
oa 
F i ae, 
“4 ee | 
4 ee 
SS es a tho 
| | 
| 
| 
LLL | 
. 
¥ | 
. | 
3 | 
= | 
* | 
a ‘ 
Bs | 
sie | 
o5) 
ee 
Fs LIS | 
ea oe | 
ca 
a : 
g gae 3 oe ae .e8 Pe Se So OS ge ee ea fetes eT Re ta ah Mews ee se eck oe 2 
aide i Bees a Gestg Seen aaa ee ee Oe POR BOE aes a oy LS a OE ee ee ee ed ee | 
aoe ict ie Bs eS ES ey - Bg es Se at Spey PRE. ee hice 34 pat ee er 8 OS ks ae eis 58g ete tei ~ tin aa eet os kage gpk Ae, eee. Cee ae teh ee thy | 
{ae Bie Ra a ae Sep PEPE ee re ee ee Se ge aaa : ; Sop pe gop ot oo RE ee ee ee ee are ce OS ee ae 
‘ 5. o Bn ee ee +, os Be oat uP ona Y : bea bs ; Se ; : ie Bees are Oy aS ee ae. inc fC OR eee ee een } 
ne bY OO eg ee Oe ee : : : wot eee gre oe ee ig cd eee Oe ee ee 
7 p : ey Py ey i : A ane Sa € + APS EE ay BE i pe ake : $ ST RE ss Se: 2 2 Sh 
Pitas ee - A gel . tae % : : } as is ‘ Poe ac ta Fesee SOS ee ee See eae af : Pe Bees. 
i, Bos cng cplen She BO SMR Bee. Ci. 3 ; SORE Sh eae RS Fa ee hs ge OEE ee ae ee | 
Cs. oe t Sat Soak mm te - “55 ‘SS eae 8 og ee ae a> oct as Be ge Fe 
Re Pe : a ORS Fas Coa bs SES Bx ae Oe eis Se coe “ : Hee es hee ed 
ae? nae teats eas :? “ee es ya ‘ . ‘ ‘ eee ag Bes Be ae PEO ea Po aw, ee be i pte ce aca; tee eae S: 
. , aman ee ———e tts Reena Sg cel h, pegtec..,:  oeee ee 
: | ee Sees ~ bigs Ya. ets Eee ee ra WS we sia > age * PORE ‘2 ae ne | 
eee ie a Se ae are Back ; ee eS tt eae TET a a eR ee ea ae | 
eee os ; 4 he Si oer te ee ERS TIS Se ae oF eee a ee sbi | 
“4 Pa rn BAS Re eo — Sr eee ee ong + de pee ee, 
+ eee re ae ‘ eae Ee Aer ot oe ee eS atgees be i ae a | 
5! ; ee : ie NEE gO IET Oe eee. gee te ee se | 
bs 964 % . i ; eae g PROS IFES ons ges ns on ee | 
eo eee ae oe Pe SE Bra BS ae cae a ee ee } t 
tee epee ry & % ». ee Clot 0 ee ee nes RES cea 
; 414 20h ait a : r af Soe $ Loh Re ah Te ROH 8 OS EL ee Soa 
- . eee - ear? ri es 7 de RR eee Gig eh he > : 
z < S - a Fe : ee yor ws ie ee Z ee fae yates ta eee of id el 
, Lee ake SO ay geen 10° 40 othe iy ep ee ee oe oe po a ee 
7 a Aa he BS oo yo » Wiss * . PS BEE a PS bos eee : rin ad Se ie oS ot es ee 
. a ae ee * 4 o. S30 is BEEPS SO ae ee eee ey 
; Yeas ' AY ° colan BeNact CARAS IC ete oer ee 
é Pi. : % re Ort iE ro so Be gh Ee Bs Se ee apo 
bgt — yoor® Babe 59° ee aastecot Ngee Mo} Weise eG OE 
A ge ih RE a qmnalkes if o? ai a ett os amore cet 3 o me) ay . > PEs "4 y : ' 2 as * eke: Ree ae 
a be rereee 07%, Jeon. OTST fo 9 BICen tif he 48 a ee ee ee. ee 
a? ere ' \ st BODO pot Pans pet 40 sat 7s By pa ted oe SE Oe ot eae See Gi, } 
de q Bor nt: i) 6 ons s e ver 38 aw Rat 5 PO a ch ee i 
ec. cbt aee as of SrtOh ys an’ pie 19%, op?’ ob qd? V0" ee tg jSaweeee fetid 2). 5” EES hee 
. ; See Se pues pricey 3s? wMTBS rer roo < - pot? ae a 108 oe. eee et fr Meret ES See re. ee pee 
ie da he 4 eee gyre : 70 ere WH ive coma yy poet e wy FT ore® 3% Le oper ete ef (RES a a | 
oe + Ae ? : ean. ne (ae eneTine © pS pst o Part) pon Pm ve wieros Wigan tee eee ae | | 
ee a de Cee a ripped Sa sor pye> yo yt Yuet 10, ¥a'ot Bea. ror” yohoteost Se pe a aes ee ee iA. x. } 
= oe ie ry ees <a = { $s 40 Shoo nove oe ah £0) ¥y ad ye’ oe ioe eS 5 4 : 3 RRR et a, Se | | 
ur . é ‘ : i te CO & Ol nb, Des & oot D> ost SE ee Ae EG ee aah ok See | 
“4 peer See ' SS et £09 Doh)> ortS apd? a nove oe Dt ORR ree a gos i j 
P Z dene spe b+ He ee ah Plas 7 pre atk? ote ort of 82 apr oo 8 bar s t sf ooe of oF ite eK ae RS ace ee 5a . het Be ; 
yee : +s 6 re) * . of ny rs + e ve 3 eS eee gare = 
ys a aes - 4 ee t ~” ol po is ar? oie got ig av0** sopS 3400} oot nthe oF gine o¢ woos Mtn od oH oo k 
+ SRS BR grt EEO 90 115 a fe} GD vo? 4 8 sorne 9 *0° catiost © ek srl iL Bae ee 
¢ ae de ee es ‘a7 “" ce por 418} <6pe° Xs) pos, sa * 93 > e1ote o'* o002 +o ® | of ee ods 
= ? e t oF ov oo “yart sy ct pe aok nh oe He 
, he ie ot t+ + — yes BE bem 5, Pr ge? Z yo & Gon ING, uner ce® 5 erriy 9 orvet ee ee 
: a epee OF G08 eSh Moethdy, 9 og FEMALE As PT Easte ng 3 200 ee | 
ey Age! tere he OS pers. pee RE ee ue? ve. OF, 00 Sine OS o> an? ‘let a 
es ER? gee i sa . ope e © en 4 49 5. wy act Re ce 
bi i es eR Othe “ . eee p 08 ore ne Wes foe, oF Ane v qro® ‘ 0? yd . ry wee | 
“4 icone a) a 4 eet Oo a qe PAS on 4 mn : 5° ¢ot > se of A) oe? F 
ade tas ee Nel” BS PE 4, be ‘rods grab and Joys 3 wate 
RS OE eee ae ee ae a e) be t ye $ Yas > oo © 4 8 
. oe: a Ee i G pre, one oP Ls Sos a (rot ‘sie <= a ,S : 
Eid : Bh Re ee: 7% = cont oot 8 o'00* arise? the - gee? sf # of EE we ° 920 or q | 
ie a be ; BE a pee * meee ge 09-1 ne we oP wey, ¢ 88, 19 
ales hes + oe esr y ot> or ce. ‘eve rr > e°? ae es 4 
eel Cn: eee ee fucka 8a Gp Kost® pod “eet “es ‘A goo an so ret Aas 
“es & A 3 Se Se heeeeee.: ~ Mae oot: LOMELO® . (Bd> gpe? port sh. Bre Oy 
a Ress Se a eee ere ye got Pe 3 nett a {es sors So 
a Met got URS s Mer. Moueely wae Mbrereede, gel 
_— Bait SOG ae tg BS x 0 ott — ane ee. 70 22 ot? 
‘4 © >i 7 eee he. ‘OO og FE 0 Di eoke con ised on serene a8 
. z De, + oe . : of g co0® ye © x0 ve 0° 3% ce) Boo 
“ + , reer *% - ‘ ; Aen iQ i 5 Ww 3? <eP ok of pe pve qot 90" j 
—. es BE ee ee ch ak Ie ee ee OSS 0m oth \ 4 we ott jonae? 33°" 
"y ee eae pad ee WEES Be ‘ sor 43 x eel a conte oot}, eee t apes 4 | 
jo rt Fe -4 -e i Re Bn 7 ab), gre? 15 ~ LDe ,oBB, pt 0b pow’ f 
= Bei reget SRT le ae oN 
e eek eee! 8 By ; ii s prada < ° oT Le DS op is 
a 2 oe 6 ee ee a ME 7308 Korth? oid? 50, 80) yO" ve Ps Seg» 
‘ ee ER RENE OE ES oes eae : % cathe grote CO nt Se 8 oh gid) C3) ce ve ay em J 
ae 9 Peet 2 pit a ESS goer ate Mot Sto fe shor = Pas 3 
= Piura oa et ks 3th th. -+ my, SaeRies I, AR: OR SPIO tk DS ates | 
aa ms > kate OF es ce * ae 2, oF c eR ae a? 
ile of ha Ng EO 82 Ree eee ee — oot > esortees we 2 Sever® 9 Ijpr}O™%od> we Aho Me 
a: BE he A eet . poet greek Fishes or > coors | pes ¢ro® grt xe? peers P haere Fee 
* perder st Shp ae hs : f Yor) 0085) reUtES ue Lop OF ed He Che om a" Cae, 
a ore hoo 5h OGRE ee ahera akan aes 4 2 i westo 8° res”. poPe’ ‘TH ge a - Ne igs ge a te 
. Ses Fe ae Ee ts i * : = + Bete cr TBR rink yo on 38 gee* a se 2 End as oS ei oa 
——— Le. Pla he bah eae. : ; q : Bo SP ors aTS"\as* Ss £% ot 008® 50. gee Pee Ps cee OR 
— | petiole SPR elie bed eee ie ) vst oot s9b? pele sFtOK go verow® 1osP® ost raimehuy © i LS, Oe ee 2 
ot Ee Se thte cae ee” - /F : <)), oe ese cms pus so? Be 4108 See. OTN as a tak ee nS 
< Pee Te eee ote & : - 30° 9! guess ete ee So ee Pes 
ae ees ; eR 3 : ° Eh 0)° Ces: pet get pot 10?" no R . © te ys sis 
a fee: 4 ¢ oe See MS J ss 2 TH vce PO wi? yos™ ot gee G2" cot is pr - BE * 2 Rae %, 
- } BOO LT EO Bee Te eee is 2 én P POM ore D anes wor? ge oh a3 Shs IN ye? f ae iin ey ela 4 pe 8 
re Seek cae tS i i Oe | Lom de egATEL pare 1008 Sort: cas Wor os Ses eee ant 
ae bap Oe eae ots Ovicar rs 3 + a om THES ys OF, WHI wal on D |re og : \ Ag eee #4 Wes oy & 
a Lge OS “eS Ue See eee e al. BR Toro os LO Te OF Jo" F% colt — Wt og age, eee 
= FoR * ‘ ‘-. i P ae re Deep tt Ia - et 2% 4 ee ee 
Pe Pee eR Sy eee See a iad bb 4 ©, re go? goat BS BS hp Wer WS ik 5 em Seat 
: paul eS Sa aa ce Y - Ba; 1 gt Oj vd NE oP ged — wee Biers he a to Sig 
Bass et ose eS ce >) ae Bai. 3 yy Vet Ver: a 6 Gk BAR oe eh ae ees 2 oP ie 7 
+ Tie aoe og ee ere 8 pele ’ wet wee etd ea, Greets: ete. te ie OS Coes 8 3 Mri, PEM hy 
- ee fe ee Pee : . oe é $e re ce ORS% 5 oho ‘4 ey eS eee ee oe Oe 
Y SSS eS ey bt Boo roo! Fes Mel ee" ies OO ee } 
=. ‘ : ee, CRORE we c ES i. - * $f * eT SM gees et eee ESS oa Oe 
: reer Fn SR sy ee oe haw vig: wt oie . > ee 2S gS Se PR eR OASYS BR ES beige ee Mek 
ap. | cc mye A hed alee a es = be 4 aw? “4 ; ne 3 £4. 69s Awe Vs <a igh tee ee 
Fu et hac... , oe a ’ ‘i A GETS ‘4 4en: 9 
4 Rise : ade ce gina tek ek a - Ss Se: AES susie Oe Ses 3 poke, Zo he vee 34 eS te 
i eet hot Ret SPS a “s. Bek zi. $e i. al BR te ntti. SO ce RR eae noes 
: a, 
a 
she ‘ ' 
| 
is | 
a 
4 ieee e 
eee 
Pit, | — - — 
o 
ger 
\ iad 
a | 
a ie 
fis : 
ors 
. 25 
Peery 
net 
2 2 
SS 
i] : 
2 ee 
| hit : | . 
ee / ‘a ’ 
ile ‘ ’ 
a sss "7 
| : | te \ 
5 4 
4 
© Esq., inc 
2s 
; 5 ’ » 
| :. i “ia > Ce t 4s ty oe i Maes de : : M8 ie BR. 25 ie a . ee al os é b ¥ wa = “= : , 


y di- 
x Co., 
IGA’s 
r Ad- 
ation, 
socia- 
prob- 


r the 
on di- 
to re- 
ojects, 
stores 
nation 
2s for 


tor of 
,\meri- 
Asso- 
reau’s 
it as- 
nd re- 


, gen- 
in An- 
ported 
ducted 
ion of 


arned: 
essen- 
- copy- 
on the 
ont will 
check 
serials 
nyhow: 
lly. 


dt 


any has 
t & Co., 
adver- 


rice 

ied Ad- 
y, Paw- 
of radio 


x4 


, 


f 
: 


= 


= 
q., inc ; 


— 


pons’ 
ye ae 


SOR eo Se? EES “2 “ V Sane + 
E ns Seta ee oe ms can us ; = Y + pene 

Sz F x Sa 7 CIE: 

“a IS . ay. : 


When a new baby arrives, the neighbors, 
doing what comes naturally, gather ‘round 
and wish him well. Through childhood and 
adolescence, gifts are showered on him from 
poppa and momma and Aunt Minnie and 
Uncle Sam. But when baby reaches maturity, 
has an established business of his own with 
a yearly stipend rivaling the old man’s and 
he still wants his momma and poppa and 
Uncle Sam to keep on buying him things and 
paying his taxes on his place of business, 
perhaps someone ought to gently suggest 
“It’s time you paid your own way.” 


You and we, and all the other taxpayers are still 
supporting just this sort of “baby” — now a grown 
man. He is the commercial airlines — carrying 
passengers, mail and cargo in and out of New Eng- 
land and all over the rest of the country, 


Over a billion dollars of taxpayers’ money 
has already been spent on civil airports and in 
the next seven years it is planned to spend 
another billion dollars for these airports. 


Has any form of transportation an inherent right to 
live indefinitely on a public dole? 


Right here in New England millions of 
dollars of taxpayers’ money — yours and ours 


‘— have been spent to develop so-called 


“state” and “municipal” airports. These 
names are misnomers. “State” and “munici- 
pal” airports have been built and operated 
almost entirely as tax-free terminals for com- 
mercial airlines — operating for private profit. 
Small planes owned by individuals are graci- 
ously allowed to land and take off from these 
airports when, as, and if, the commercial air- 
lines aren't using the runways at the moment. 
The government provides additional airports 
adequate for all military flying. 


Meanwhile the railroads continue to main- 
tain their own terminals, stations and tracks; 
provide and pay for their own traffic control, 
signal systems, etc. and in addition pay heavy 
taxes in every state and community through 
or in which they operate. As against this, the 
commercial airlines make only a token pay- 
ment for use of these tax-free airports built 
and maintained by taxpayers. Uncle Sam 
provides their trafic controls and country- 
wide signal systems. They have succeeded, 
thus far at least, in having the taxpayers (in- 
cluding the railroads) foot the bills for im- 
proving and enlarging the airports where 
they do business. The snow-removal bill 
alone on some airports here in Northern New 
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England often exceeds the rental paid by the 
airlines for using that airport. 


We, like everyone else, want New Eng- 
land — and all the rest of our nation — to be 
progressive. The airplane is an established 
and growing factor in our transportation 
future. But, frankly, we of the railroads are 
a bit weary of seeing hundreds of millions of 
taxpayers’ dollars — including a lot of ours — 
being used to support commercial airlines and 
to pay a goodly part of their operating ex- 
penses, while railroads are compelled to pay 
all their own way and for all of the safe-opera- 
tion devices including those ordered installed 
by the government. 


We find that a great many people do not know 
how much of their tax money has been, and still is 
being poured into airports for the principal benefit 
of commercial airlines — owned by private individ- 
uals, 


The Boston Globe says:—‘“On completion, 
the Logan International Airport will repre- 
sent one of the state’s greatest single invest- 
ments — approximately $50,000,000.” And 
the state and city are still shoveling taxpay- 
ers’ money into that airport in an extensive 
enlargement project. 


The story is the same throughout the 
nation. Here in New England, in Bangor, 
Portland, Lewiston-Auburn and Augusta in 
Maine; Manchester and Concord, New Hamp- 
shire; Montpelier-Barre and Burlington, Vt. 
and in scores of other communities, city, state 
and federal tax money has been lavished on 
airports. And, the taxpayers are now being 
asked to spend a lot more for maintenance and 
expansion of existing airports and construc- 
tion of new ones. 


This means millions of dollars of your money and 
ours to be spent at a time when states, cities and 
towns are desperately seeking new ways to raise 
money to pay school teachers and other municipal 
employees whose services are enjoyed by all the tax- 
payers. 


We are not seeking, nor do we want, any 
handout from the taxpayers. And, don’t let 
anyone sell you that old red-herring about 
“land grants the railroads received in their 
infancy.” Neither the Boston and Maine, nor 
any other New England railroad, ever 
received any land grants from the govern- 
ment. The land grants given Western rail- 
roads were in the form of a business arrange- 
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Youve been working on the Runway 


ment and those railroads have more than 
repaid the government by carrying govern- 
mental shipments for almost 100 years at 
approximately one-half the rate charged pri- 
vate industry. In fact, the 79th Congress 
recognized that the railroads have repaid 
their debt over and over again and finally re- 
pealed this arrangement effective October 1, 
1946. Bear in mind, please, that the airlines 
do not give any reduced rates to the govern- 
ment. 


The Boston and Maine, and every other railroad, 
welcomes F AIR competition. . But we are tired of 
airline operators boasting of reducing their fares 
and providing free meals and other frills for their 
passengers but not bothering to explain to the public 
why they can do this. We believe you should know 
that they can do this only because financial help from 
federal, state and city treasuries — your tax money, 
and ours — lowers their costs of operation. 


It is on railroad transportation that we all 
depend for fuel, foodstuffs and the other 
necessities of life. It is the railroads which 
provide millions of us with economical, de- 
pendable transportation no matter what the 
weather. It is the railroads which are (more 
often than not) the largest taxpayers in the 
community. It is the railroads which provide 
large payrolls, such as $2,000,000 per year in 
Concord, N. H. and $4,700,000 per year in Port- 
land, Maine and vicinity. The present policy 
of subsidizing airlines tends to weaken the 
railroads and is harmful to our country’s eco- 
nomic structure. The war proved beyond all 
doubt that weakening the railroads is most 
dangerous to our national safety. 


Investigate now how much of the taxpayers’ 
money has been and is being used in your community 
to support privately owned commercial airlines. Ask 
how much more your community plans to shovel into 
subsidies for airlines. Maybe you, too, are as tired 
as we of “working on the runway.” 


“MINUTE MAN SERVICE” 


Reproduction of a 1638-line advertisement of the Boston and Maine Railroad appearing in all daily 
newspapers on its lines in New York, Massachusetts, New Hampshire, Vermont, and Maine, 
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Guide, 500,000. The latter two will 
increase their price per copy from 
15 to 25 cents, effective with the 
April issue. 


Hillman Acquires 
‘Screen Guide’ 


New YorkK—Simultaneous with —— 

an announcement by Walter H.| ; 
: Annenberg, president of Triangle — i —_ Ye kerogen 
<P Publications, that he will suspend | ..ies manager in charge of de- 
— publication of Screen Guide, ef-| partment stores for Hudnut Sales 
- fective with the March issue, Hill- | Corporation, New York, has joined 
man Periodicals has announced|Northam Warren Corporation, 
purchase of the magazine’s title, | Stamford, Conn., manicure prepa- 
and will take over publication,| rations and deodorants, as gen- 
starting with the April issue. eral sales manager. 

The new magazine, it is said, 
would bring the total circulation 
of the Hillman Women’s Group to | 
1,900,000, as follows: Real Story | torenzen & Thompson as its ex- 
and Real Romances, 900,000;|clusive national advertising rep- 
Movieland, 500,000; and Screen’ resentative. 


To Lorenzen & Thompson 
PM, New York, has appointed 


Luckman Attacks 
Unions for Lack 
of ‘Together-ness’ 


Cuicaco—Continuing a discus- 
'sion he began Nov. 7 before the 
‘Super Market Institute, Charles 
|‘Luckman, president of Lever 
|Brothers Company, further defined 
the nation’s need for ‘“together- 
ness” here Tuesday at a luncheon 
meeting of the Newspaper Adver- 
tising Executives Association. 
Where the famed young presi- 
dent of Lever previously selected 
industry as his chief target (AA, 
Nov. 11, 18), he devoted chief 
attention last week to labor’s 
faults. In addition, he called for 
|establishment of a tripartite fed- 


eral commission to study the 
causes of industrial peace and for- 
mulate a positive program of in- 
dustrial harmony. 

Thus far, Mr. Luckman ob- 
served, “all of our studies have 
focused on the subject of indus- 
trial war. What we actually want 
to achieve is industrial peace. I 
urge that Congress establish a 
commission representing the pub- 
lic, labor and management. 


Asks Positive Study 


“The sole function of the com- 
mission would be to study the 
causes of industrial peace. The 
commission would have an un- 
paralleled opportunity to break 
with the unproductive tradition of 
the past and, for the first time 
in American history, to formulate 
a positive program for industrial 
harmony.” 

In his castigation of labor, Mr. 
Luckman emphasized the failure 
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Salem Frigate 


The sweep and action of 
great adventure...the 
passion of a turbulent 
love tale. A book that’s 
a great “best-seller” con- 
densed to one lively eve- 
ning’s reading. 


WILL TRUMAN RUN? 


There’s a surprise clue = 2 
in Liberty’s new Wash- | ! 
ington report by Bob/ 
Allen (of the Pearson & | 

Allen team that authored ~ 


4 


' ws Washington-Merry-Go-Round) —| 


¥ 
a 


His first column is a honey! 


See here, NAM 


It was Hargrove, with his testy “See 
here, Private Enterprise” that in- 
spired this timely story of the NAM 
... what it has done... and the little- 
known Mr. Weisenberger behind it. 


| LOvE inthe AMG 


On a dot of an isle in 
the Pacific, Edward Hope 
unravels a lively love ~* rh 
story. His first great post- 
war serial begins in 
February 1st Liberty. 


a HUNGER vs. tabuS., 


important 


a First break in India’s caste system 
comes as the U.S. feeds Untouch- 
<soeg ables and Brahmins...teaches new 


ways with new foods in the bartle 
against Hunger. See the remarkable 
photo-story in the new Liberty Pix. 


A fresh faith 


A picture story of Car- 
dinal Spellman is a sig- gy 
nificant study of faith at * 
work in a democracy... 
and a remarkable, per- 
sonal eye-view of one of 
our great men. 


i] ars 

iBe things are happening at Liberty. We 
have long planned to make Liberty a bigger, better, 
more exciting magazine. And now those plans take 
shape with the February Ist issue...out January 17th. 
Don’t miss this first issue of Liberty as a bi-weekly. You’ ll 
still find the famous Liberty Book Condensation...with 


more pages of good fiction...more articles. And these 


added features... 


With all this...and the lowest base rate 


it’s here! It’s exciting ! 


The bigger, better Liberty 


now published every tw 0 week ¢! 


among the 9 leading general magazines, Liberty is 


1747 * best buy! 


Advertising Age, January 20, 1947 


|of organized unions to practice 
their preachments. About 180 in- 
ternational labor _ unions, he 
pointed out, employ 110,000 people 
Few of these employes received 
wage increases equalling those 
gained by the unions last year, 
and few if any have yet been 
offered the 25% increase in wages 
which the CIO now declares neces- 
sary for working men, Mr. Luck- 
man asserted. 

Although labor unions ask for 
guaranteed annual wages, and 
know better than industrialists 
what their yearly income will be, 
unions have not guaranteed an- 
nual wages to their own employes, 
he declared. 


Neither Helps ‘Little Guy’ 


Management also came in for 
criticism, however, for its “singu- 
lar ability to build plants—and a 
peculiar inability to build people.’ 

“Business can no longer afford 
to regard housing, community 
planning and allied programs for 
health, education and recreation 
as devices to thwart the unions,” 
Mr. Luckman said. He advised 
against passage of hasty labor leg- 
islation to curb the powers of 
unions. Most newly proposed labor 
laws, he said, merely strike at 
symptomatic excesses of labor and 
do not hit at the fundamental! 
| problems. 

Only by truly adopting an atti- 
tude of “together-ness,”’ he con- 
tinued, can labor and management 
eliminate the causes of friction 
| which, if they continue, will de- 
|stroy free competition. As in his 
| November talk, he declared that 
/management and labor must each 
|“do right by the little guy.” 


Clark Bros. to Buchanan 


Clark Brothers Chewing Gum 
Company, Pittsburgh, has  ap- 
| pointed Buchanan & Co., New 
| York, to handle advertising of 
| Clark’s Tendermint chewing gum. 
|Full page four-color magazine ad- 
_vertisements, 24 sheet posters, car 
cards and station posters in ke; 
| areas will be used. The theme will 
be based on the slogan “Freshly 
Minted” and will utilize freshly) 
minted coins of all nations linked 
| with reproductions of mint leaves 


| Goodrich Ups Nickels 


R. W. Nickels, national manager 
| of budget sales, has been appointed 
' manager of drug sundries sales of 

B. F. Goodrich Company, Akron, 
| succeeding Clyde DeLong, who 
was recently named merchandise 
manager of the industrial prod- 
ucts sales division. 
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BY DON MAY 


——_ 
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| A HANDBOOK 
OF ADVERTISING LAYOU 


| This up-to-the-minute, revised and enlarge: 

| tion has over 120 illustrations 10 full 

| of finished examples Includes a complete 
ing of eight fundamental type families 4 
equal number of modern scripts 

| Each progressive step to the final printed 
tisement thoroughly discussed practica 

t ic patterr A ‘‘must book of ins 
a value to students, professtonals, ar 
f advertising 

Prepared by Don May, eminent authority 

| vertis ng layout and design Used as 

| leading schools 

| Write on your letterhead for a copy on a 

| Keep 5 days if not perfectly satisfle 

- no obligation. 

| Substantially bound in cloth Price $ 

| 


Drake books are sold by all leading book 


FRED’K J. DRAKE & CO. | 
600 W. Van Buren St., Dept. AA, Chicago 
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For the facts in this case, start digging here. 


A certain sponsor was spending $863,000 
a year for time and talent. Like all other 
sponsors, he faced the problem of de- 
ciding at what particular minutes 
during his program he should spot his 
commercials. His show went on the air 

at 10:00 P. M.—so late that it would have seemed 
me wii ’duite logical to place the commercials toward the 
‘Fresh’ Eheginning of the program—on the assumption that 
Ss fins. flate-hour tune-outs would create a downward trend 
in the minute-by-minute audience. 


nan 


g Gum 
as ap- 
., New 
sing ol 
ng gum. 
zine ad- 
ters, car 
in key 


els 


manager 
ppointed 
; sales of 
+, Akron, 
ng, who 
-chandise 
al prod- 


But look at the chart. Here we see 
that in the case of this program the 
normal, late-hour trend (downward) 
is more than offset by certain special 
factors—an audience-holding climax 
and a decline in listening over com- 
peting networks. 


From NRI Service this sponsor learned the size of 
his audience, minute-by-minute, enabling him to 
avoid a costly error in commercial placement. In- 
tcad he selected positions 1.9 percentage points 
bove those which otherwise might have been 
chosen. 


And since, as shown by the chart, each 
point represents a yearly cost of $48,000, 


why not set the most out of a 
=| your radio dollar? 


One of a series to show how advertiser and 
agency executives are increasing their sales and 
profits through the use of sound radio research. 


—here’s one for your books! 
Let’s call it— 


“The Strange Case of the Lost Commercial” 


si y 
a MAXIMUM 16.9__ 
MINUTE-BY-MINUTE 4 ~— 
AUDIENCE ¥ 
A 30-MINUTE EVENING SHOW y a 
(10:00 TO 10:30 P.M.). 16 7 
15 
AVERAGE AUDIENCE DURING BROADCAST........... 7.7 
‘a ANNUAL COST OF PROGRAM................- . . $863,000 
MINIMUM 14 COST PER RATING POINT......$863,000 +- 17.7 = $48,800 
13 LOCATION _}_ AVERAGE —] COM’L VALUE _| 
OF COM'’LS COM’L (AT $48,800 
12 (MINUTES) AUDIENCE PER POINT) 
BEST 11-20-29 18.4 $898,000 
" worst 1-10-24 16.5 805,000 
‘ DIFFERENCE $93,000 
1 
| 5 10 15 20 25 30 


MINUTES OF BROADCAST 


is no evidence, from NRI data, that audience curves 
are altered by shifting of the commercials.) 


This dollars and cents increase in the efficiency of 
this sponsor’s program was equivalent to the entire 
cost of his NRI service for a period of 
5 years! 


This is just one of many examples 
showing how NRI service increases the 
efficiency of radio as an advertising 
medium—reaching more people, more 
effectively, at lower cost. 


Our skilled service executives are ready to help you 
get the most out of your radio dollar. We wiil wel- 
come your inquiry. 


LAYOUT he has increased the efficiency of his 

1 entaree ’ budget by $93,000 every year. (There 

complete 

printed , 

i of ns iclsen Radio Index—A Complete and Accurate Research Service 
alt vhiech provides, on a continuous basis. the vital facts needed in 


iving the problems and capitalizing the opportunities of pro- 
ramming. time buying. and time selling of Radio. 


cine. C. NIELSEN COMPANY ¢ 2101 HOWARD ST.. CHICAGO ¢ 500 FIFTH AVE... NEW YORK 
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Cluett, Peabody 
Maps $1,000,000 


Sanforized Drive 


New YorK—Cluett, Peabody & 
Co. will spend more than $1,000,- 
000 this year, through Young & 
Rubicam, to give the Sanforized 
label a record promotion. 

Much of the 1947 selling effort 
will be directed to the women’s 
wear field, with the pajama busi- 
ness a principal new objective in 
men’s wear. Through its Sanfor- 
ized division, the company first 
began advertising the label 10 
years ago. 

For the first time, newspapers 


| will be used in the consumer cam- 
paign, in acdition to a greatly in- 
creased schedule in magazines and 
a continuation of the “Nancy 
Dixon” daily radio program in 
Boston, Pittsburgh, Cleveland, St. 
Louis and Los Angeles. 

Sixteen insertions in Life and 
The Saturday Evening Post will 
emphasize women’s wear, supple- 
mented with eight-page schedules 


in Good Housekeeping, Ladies’ 
Home Journal, Mademoiselle and 
McCall’s. Additional campaigns 


will appear in the Sunday maga- 
zine sections of the Chicago Trib- 
une, New York News, New York 
Times and Philadelphia Inquirer. 
Life and the SEP will be the prin- 


cipal media to promote men’s 


‘S.T 
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wear, supplemented by the Sunday | 
newspaper schedule. Spreads will | 
form the backbone of a trade cam- | 
paign to appear in eight women’s | 
and four men’s wear publications. 
The Sanforized division is add- | 

ing new licenses at a rate exceed- | 
ing that during the war, Robert 
M. Dowling, advertising director, 
reports. He said 80% of all den- 
ims and 100% of all other work 
clothes have the Sanforized label. 


Newspaper Admen Elect 


Pat Taggart, business and ad- 
vertising director of the Waco 
News-Tribune and Times-Herald, 
has been elected president of the 
Texas Newspaper Advertising 
Managers Association. Other offi- 
cers elected are Gilbert Vetters, 
first vice-president, and A. C. 
Jennings, second vice-president. 


ABP Contest Near Close 


Closing date for entries in the 
fifth annual business paper ad- 


vertising competition sponsored by 
the Associated Business Papers is 
|Jan. 31, with awards to be made 
ata special presentation meeting 
co-sponsored by ABP and the Chi- 
cago Industrial Advertisers in 
|\Chicago May 12. More than 750 
entries were received last year 
from advertisers and agencies. 


Dailies Up Franks; 
Name Kelly-Smith Co. 


Hobart T. Franks, display ad- 
vertising representative, has been 
appointed national advertising 
manager of the Phoenix Gazette 
and Arizona Republic, succeeding 
Robert C. Hall, who was recently 
named assistant publisher. Kelly- 
Smith Company has been ap- 
pointed national representative. 


Lee-Stockman Names V.P. 


Cary A. Rowland, head of the 
horticultural and agricultural di- 
vision of Lee-Stockman, New 
York agency, has been appointed 
vice-president. 
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FOR DETAILED 
REFERENCE DATA 


CONSUMER 
MARKETS EDITION 


Today, prescriptions are a small part of the 10 million dollars spent each year in drug 
stores of the Nashville area... . This is a symptom of the strong permanent market you 
can count on for steady sales.... We prescribe a thorough investigation. . . . And for 
extra volume, spread your sales message via WSIX. 


SUX 


‘Tennessee's 


nCapital City 


TENNESSEE 


AMERICAN 
MUTUAL 


5,000 WATTS 
980 KILOCYCLES 


National Representative: 


THE KATZ AGENCY, INC. 


Market, 


Coverage, 


Economy 


Advertising Age, January 20, 1947 


Paper Outlook Bad, 
Ad Prospect Good, 
Publishers Hear 


(Continued from Page 1) 

of American Institute of Coopera- 
tion, urged that the publishers 
study the cooperative movement 
and “recognize it as a permanent 
part of American economic life.” 
The ruralist, he said, is now de- 
manding services equal to those 
of city dwellers. He is a better 
buyer, and cannot be used as “a 
market dumping ground.” 


Rep. Rees Gives Report 


National problems were aired by 
Rep. E. H. Rees (R., Kan.), new 
chairman of the Post Office and 
Civil Service Committee, who re- 
ported on the status of postal rates. 
At the dinner session Friday 
night, W. Averell Harriman, Sec- 
retary of Commerce, and John 
Foster Dulles, U. N. delegate and 
Republican adviser on foreign pol- 
icy, were principal speakers. 

Advertising prospects were pre- 
sented by Thomas H. Young, 
chairman of the Association of 
National Advertisers and adver- 
tising director of U. S. Rubber 
Company; James W. Young, chair- 
'man of the Advertising Council, 


;and Sigurd S. Larmon, Young & f 


Rubicam, chairman of the Ameri- 
‘can Association of Advertising 
| Agencies. Advertising prospects 


a 


|were held “good” in 1947’s com- ff 


| petitive era. 
'the awards to NPA for the serv- 
ices of magazine publishers in 
| public service drives. H. J. Heinz 
“Il, president of H. J. Heinz Com- 
|pany and chairman of the Na- 
| tional Community Chest, presented 
|}an award to NPA for its service 
on community chest drives; Brig. 
Gen. H. D. Lewis praised the pub- 
lishers’ contribution to Army re- 
cruiting, and presented an award: 
and Thomas D’Arcy Brophy, presi- 
dent of Kenyon & Eckhardt, pre- 
sented NPA with an award rec- 
ognizing the services of magazine 
publishers to the National War 
Fund and United Service Organi- 
zation campaigns. 


|Midland Broadcasting 
Buys Building for KMBC 


Midland Broadcasting Company 
has contracted to purchase the 
four-story American Red Cross 
building at 11th and Central Sts 
in Kansas City, Mo., for the use 
of Station KMBC and KMBC-FM, 
and to provide studio facilities for 
the recently granted Kansas sta- 
tion in Concordia. The Red Cross 
may retain office space in the 
building until the end of 1948. 

Arthur Church, president of 
Midland, expects construction 
work on the new studios to be 
completed before that time. 


Anfenger Ups Morelock 


Vernon L. Morelock, radio (di- 
rector, has been elected a _ vice- 
president and director of i el 
Advertising Agency, St. Louis. The 
agency has been appointed 


handle the advertising of Amer! 
can Furnace Company, St. Louis 


A high point of the dinner were | 
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thought. When we tried to say it seriously, we got too sentimental 


and gooey and didn’t really quite ring the bell. We 


hope you take this as seriously as it is meant. We thank 
our fine clients for the trust they have placed in us and our 


employees who fulfilled this trust. Thank each of 


207 North Michigan Avenue 


Telephone Franklin 5854 
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... +.» WHAT THIS EDITORIAL PROGRAM 


Awards to outstanding institutions for out- 
standing achievement are shown in the illustra- 
tions on these pages. This recognition is for 
superior performance in the handling, preparing, 
storage and serving of food in restaurants, ho- 
tels, hospitals, schools, industrial cafeterias and 
other institutions, and climaxes a nationwide 
campaign and contest conducted by INSTITU- 
TIONS Magazine to find examples of excellence 
and to develop further an already high degree 


MAGA ST aE 
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$8: BILLIONS FOR SAFETY 


Water Fog Method fens, 


“Wormaicy 
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—— CONSULT YOUR , 
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of consciousness for the need of best possible 
institutional procedures. As indicated by the 
caption, all sections of the country and all types 
of institutions were represented among the con- 
testants and winners. 


These institutions are to be complimented on 
the high level of service rendered in their food 
divisions. The entries indicate the vast amount 
of training, skill and conscientious attention to 
detail behind the preparation, handling, serving 
and storage of mass quantities of food in today’s 
institutions. These entries, which represent prac- 
tices and standards developed over periods of 
years, indicate the extent to which care is exer- 
cised in the protection of guests, patrons, pa- 
tients, workers and others served by mass feed- 


a — (ie 


ing installations. They indicate that, even though 
war time restrictions hampered the operations of 
institutions at every hand, a high degree of sani- 
tation and efficiency in service was achieved. 


Of most significance, the campaign and con- 
test brought into clear focus the tremendous 
plans which are on drafting boards and for 
which appropriations have been set aside . . . for 
the replacement of existing equipment... for the 
improvement of present installations . . . for the 
enlargement of current facilities ... for the con- 
struction of altogether new establishments. A 
recent survey indicated these plans call for the 
expenditure of more than 10 billion dollars. 


Manufacturers have an exceptional opportu- 
nity — and many are taking advantage of it — 


A HOSPITAL in Toledo, a hotel in Atlantic City, and restaurants 
in Cincinnati, Washington, and West Orange, N. J., were 
those institutions which received the first award plaques similar 
to the one shown at the left. Nineteen other institutions, includ- 
ing clubs, schools, and industrial cafeterias, received framed 
certificates in INSTITUTIONS Magazine's contest to bring atten- 
tion to the most outstanding mass feeding installations in this 
country. 

In the words of one of the judges ... “The salvation of the 


public feeding industry lies in higher efficiency of food prepars- 
tion and service. Of all the programs designed to increase such 
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ILLUSTRATIONS show recent presentation of awards in Grand 
Central Palace, New York by J. E. Frawley, Chairman, Board of 
Directors, American Hotel Association, Left to right, across top: 
Mr. & Mrs. Thos. Fox, Fox Manor Hotel, Atlantic City, N. J.; C. H. 
Turner, Mills Restaurant, Cincinnati, O.; James and Jacques Lurba, 
Ceres Restaurant, Washington, D. C.; Morris H. Auerbach, Gen- 
eral Electric Co., Bloomfield, N. J.; A. L. Lew, Hotel Cornhusker, 
Lincoln, Neb.; Nat Sharaf, Sharaf's, Inc., Boston, Mass. Below left 
to right: Miss Dixie Anders, Y.W.C.A. Cafeteria, Winston-Salem, 
N. C.; E. J. Bieger and John Rose, General Mgr. and Purch. 
Agent, respectively, National Hotel Co. for Menger Hotel, San 
Antonio, Texas. 


MEANS TO YOU! 


to assist institutional owners and operators in 
the development of their plans by making avail- 
able to them full information regarding their 
products and how they will fit into institutional 
jobs. 


INSTITUTIONS Magazine intends to carry on 
this effort as a yearly campaign and contest. 
We are proud of the results which have been 
achieved and point to them as an indication of 
further possibilities in this project. Manufactur- 
ers and others interested in additional informa- 
tion on this effort and on the field represented 
by mass feeding institutions are invited to write 
INSTITUTIONS Magazine, 1900 Prairie Avenue, 
Chicago 16, lilinois . . . or "Consult Your Adver- 
tising Agency." 


efficiency, the Food Service Contest conducted by INSTI- 
TUTIONS Magazine is to my mind the most important." 


INSTITUTIONS INCLUDE: 


¢ Hotels @ YMCA's, YWCA's 

® Restaurants @ Government Agencies 

* Hospitals @ Industrial Cafeterias 

* Railroad Systems @ Clubs 

* Air Lines @ Office Buildings 

® Schools e@ Jobbers, Dealers 

* Colleges @ Other Public and Private 


Institutions 


_ INSTITUTIONS 


ar are some of the judges actually 


TITUTIONS Magazine's nationwide aie ernense of ot 


udying entries in 
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phens—recognized naticnal axthednn ourstanding institutions. 


: on food i : 
E Frawley—Chairman of the Board of American Teed on 
Chicers Wale = uipment Industry ps4 it; 1. S. Anoff—Chairman 
oO; . : ‘ 
Clo — alter F, Clark—President, National Restaurant Associati : 
aurant Enterprises, Seattle, Washington ociation and President 
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1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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ture market in Chicago proved 
conclusively that the catalyst that 
makes the law of supply and de- 
mand function effectively is price. 
Buyers in vast numbers came to 
the Chicago market in what should 
have been a buying mood. They 


Get Those Prices Down! | 


The opening week of the furni-;makers had taken advantage of * 


| level. 


| 
! 
} 


the demise of OPA to boost prices 
|to an all - the - traffic - will - bear 
With prices at levels that, 
appear unsound, and deliveries 
still uncertain, no buyer wanted 
to face the possibility of getting 
deliveries in two or three months | 


had just experienced the greatest|of merchandise whose price — or 


year in their history, and there 
was no sign of slackening in re- 
tail sales. 

Yet, instead of buying, they 
shopped carefully for a week, and 
when they placed orders they 
placed cautious orders — super- 


| selling value—might have declined 


substantially in the interim. 
The effect of the market was, 
distinctly sobering, and we be-| 


lieve beneficial, without neces-. 
isarily being alarming. A_ good | 


| many producers will be getting out | 


The following documents may be 
secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
|advertiser or advertising agency 
|executive writing on his business 
‘letterhead. Address ADVERTISING 
| AGE, 100 E. Ohio St., Chicago 11, 
I. 


| No. 2744. Our Expanding ‘Capital 
and Its Problems. 


This booklet, issued by the 
| Washington Post, reprints a series 
of four articles from the Post on 
the state of the nation’s capital. 
| Washineton, the booklet says, 
“faces the prospect of becoming a 
| city of primarily older people . 
|richer and better educated than 
| Washington residents of the past.” 
|The articles deal with population, 
‘education, employment and hous- 
|ing, and tell how things are going 
|in nearby Maryland and Virginia 


—News Scope—lIllinois Commercial Men's Association — 


“A'l the ad said was—'House and Lot for sale. House needs a little fixing.’ | 


, counties. 


|No. 2745. Test Town U. S. A. 
'~~The South Bend Tribune has is- 


Folo Romance 

We got a solid boot out of this 
Easy Washing Machine copy, not 
only because of its remarkable 
headline, but also because it does 


cautious orders, to listen to most their pencils these days and re-|something so few advertisements | 
of the thousand manufacturers | figuring costs and margins, with _do—takes cognizance of real life. | 


whose wares were on display. As 
the excitement wore off and the 
market settled down to normal 
activities, many exhibitors ex- 
pressed bewilderment and not a 
little uneasiness. This, many of 
them suspected, was the beginning 
of the downward plunge. 

But what manufacturers were 
witnessing at the furniture market 
was no disaster; it was merely a 
warning that disaster is possible. 
The furniture and housefurnish- 
ings buyers were exhibiting a 
severe case of price and inventory 
jitters, and a natural determina- 
tion not to be caught in the 
squeeze if they could help it. Good 
merchandise, honestly priced, 
moved well, but merchandise of 
more dubious value moved 


slowly if at all, especially if its! 


|the result that some modest ad- | 
justments in price are likely. Not 
that prices can drop sharply, with | 
costs where they are, but some) 
producers will find it the better | 
part of wisdom to set incentive | 
prices, rather than to attempt to 
show a profit on minimal opera- | 
tions, after figuring in all the pos- | 
sible costs they can think of. 

On the other hand, retailers) 
faced with a steady and continu- | 
ing demand, as we understand is | 
still the case, are certain to relax | 
their caution somewhat if that de-| 
mand from consumers continues. | 
If both groups have guts enough | 
to be willing to take the ordinary | 
risks of business with regard to) 
pricing, production and sales, the 
transition to normalcy may be 
made without mishap. 


It's Selective Advertising Now 


While all the figures aren’t in 
yet, it is clear that 1946 was a rec- 
ord year for national advertising, 
and perhaps for all advertising. A 
eouple of years ago Prof. Neil H. 
Borden of Harvard University as- 
serted that, on the basis of his- 
torical relationships between ad- 
vertising expenditures and na- 
tional income, we might look for- 
ward to a “postwar” annual ex- 
penditure for all types of adver- 
tising of $3 billion. And despite 
the fact that the percentage of 
national income which has gone 
into advertising has dropped 
almost constantly during the past 
Six or seven years, the 1946 total 
will not be too far below this 
amazing $3 billion figure. 

At present, there is some un- 
certainty about 1947 expenditures, 
because of a number of “iffy” fac- 
tors, but it still seems reasonable 
to assume that investments in ad- 
vertising this year will equal or 
exceed those of 1946. 

It also seems certain, however, 
that advertising buying and adver- 


tising selling are both rapidly re- 
'_verting to a value-received rela- 
| tionship, and that despite record 
total expenditures, weaker meth- | 
|/ods and media have a real fight on 
‘their hands to garner enough ad- 
vertising dollars so they can stay 
on the black side of the ledger. 

With rates generally up, and 
circulations of leading media ex- 
panded, there is almost certain to 
be greater concentration of adver- 
tising investments and some trim- 
ming of media lists. The medium | 
that got a schedule in 1943 or 1944 
because it could handle the busi- | 
ness may get a schedule in 1947, | 
but certainly not for the same rea- | 
son. The need for selling and for 
demonstration of real advertising 
values has indeed returned. 

We think sellers as well as buy- 
ers will welcome the new era and 
the chance to exercise head and 
leg muscles which almost atro- 
phied during the war years. We 
think the change will be good for 
advertising, and good for the econ- 
omy as a whole. 


As every adman knows, even if 
the knowledge is carefully se-| 
cluded from his copy, there is an | 
end to moonlight, roses, silver, 
and perfume’s synthetic passion. | 


It’s a little strange, sometimes, to! 


view the 
young and 


never-aging, 
always 


always | 


Look what (got for 
ad’ 


6 de ot Ps 


up, but unlike Peter Pan, they do 
not seem to fly away. 

So with a certain amount of re- 
lief we read an ad in which the 
couple married, had children (see 
the diapers on that line), and the 
lady of the house looks at her 
washing with jaundiced eye and 


moonstruck | 
figurines of the advertisements; | 
like Peter Pan, they never grow | 


/sued this market data booklet full 
‘of facts on population, buying 
|power, retail sales, employment, 
'distribution and newspaper cover- 
/age in the South Bend market. In 
|describing the city as “everything 
wonders what she was thinking ! you need for decisive tests,” the 
about when she contracted for | pooklet points out that the mar- 
Mondays like this. |ket,—defined by ABC as all of 
And we're sorry that Easy in-| Elkhart, Marshall and St. Joseph 
sisted on the clutch in the lower|Counties and parts of La Porte 
right corner; in our experience,|and Starke Counties in Indiana, 
love seldom strikes in the laundry. all of Cass and a portion of Ber- 
jrien County in Michigan,—is a 
Year’s Dawn “perfect cross section of America’s 
We reproduce without comment |industrial-agricultural structure.” 
Keystone F 
eae slag "ia ace i the | No. 2746. Let’s Measure a Typical 
Pennsylvania mailmen. Subscriber. 
| The Rotarian, in this booklet, 
|uses its calipers and tots up a lot 
_of facts about a typical subscriber. 
|Home ownership and the kind of 
equipment and appliances used 
}income, automobile ownership and 
|buying plans (or hopes) for new 
cars; data on hobbies, sports, read- 
|ing habits and numerous other de- 
tails are given. The Rotarian also 
-has published a Don Herold book- 
‘let called “88 Men I'd Like to 
|Have on My Side if I Were an 
| Advertiser or—I Take a Sample 
|Look at 88 Readers of The Ro- 
|tarian in a Typical American 
| Town—Vincennes, Ind.” 


|No. 2699. _The Farm Family o/ 
the South Today. 


| A study of farm families of the 
| 14 southern states, made by Cross- 
ley, Inc., is reported in this book- 
WHIO Donne It let, which has been issued by The 

Out in Dayton, WHIO has! Progressive Farmer. Farm tenure, 
started 1947 with the tolling of|size of farms and homes, income, 
a bell, but the bell tolls only for|education and other details are 


‘of “Blue 


traffic deaths in the city. 

Five times daily the station 
broadcasts a traffic accident sum- 
mary for the city. If the playing 
Skies” precedes. the 
newscast, there have been no acci- 
dents that day; if a siren is heard, 
there have been traffic injuries. 
The bell is tolled for fatalities. 
WHIO seems to have a graphic, 
if slightly macabre, idea—and 
John Donne would have been 
startled to find his sermon so 
adaptable for broadcasting. 


Jottings 

Walter Drey, New York list 
broker, seems to have missed his 
calling. His “list broker’s oath,” 
administered to on-the-job train- 
ees, reads like his calling should 
have been the drama. Among a 
host of other things, trainees in 
list brokerage must sign a pledge 
to “keep pure and holy both my 
life and my art.” ... 


shown in graphs representing fig- 
ures for southern families and 
Progressive Farmer families. 


No. 2730. Idea-Planned to Sel! 
the Homers. 


Household families, designated 
as “the Homers,” are introduced 
in this folder, which tells about 
their home ownership, home-!iv- 
ing, gardening, housekeepins 
methods and other details. The 
illustrated pages show how House- 
hold plans its editorial features [0 
| maximum interest. 


| No. 2682. 11th Annual Grit Reader 
Survey. 

Brand preferences of its readers 
|}and plans for purchases of variou 
| household appliances are shown " 
|this survey, Grit’s llth annua 
study. Buying habits and bran? 
|preferences among the publica 
tion’s small town reader fam:'& 
are tabulated in the 116-pas® 
spiral bound book. 


3 F i ba ~ 7 — ’ 
Bi. a |] Advertising Age, January 20, 1947 § 
a 
7 “4 MS we 5 se ST IR ae lS ai 8 
al ai aE ad Bey 1 ee ee. 
oe » —_ : tgs “= a ‘ ts 4 Wh » by Lory a fi) “4 Vv: é 
ee . . r eS ae Sw el Neff NA Sh Sool ooh Dele Soo seat zs 
Se Seam .. 2a, aie ae a ne ae 
mad. 3 ‘ oa G ee 6 “i 
ae, BE o&: ae eas — 
ee | 28 engi ge 
, | sia Ne de — A dv ; : Se; grh a 
4 a EA aAverlisers | 
~~ an ; 1 BSS Se RRP ae Sa Roe ne a eT 2 
eae a in, 
oe ns oe -/ (oO i 
= | g nat P /} +4 ae — 
Fa i ay 23 
ae | | ae f 2 
te & , ee of ¥ ; 
my & | “J 
— ‘ f * 4) Py ‘2 Me ' 
ame , we ‘i 5 a E i 
—_ ey > ‘ o af '€ és i 
ns | a Ne i oe 
4 : * : . s : ‘ 
- —_ er CANT we eT 
rom ‘e : p ‘ 
ie | Pt t ri We Cage 
Le H { ® . <3 iy ' We 4 4 ‘ A 
oe re Bh We LS | ita eel rth a | 
Oe - ‘ >} ’ er ee 1 ae eo 
gee 5 ; | + ‘a ; ufe Ds wee - ‘ a P : i 
ae ae — = 3 
: PS : 
LL —_Ve—lls—‘“séis 
. 
Be oe 5 (yr 
| ss ee ee OR 
es a . 
apace 
~ aoe 
' re T 
Zi: 
: E 
‘ e bi AS , j r tg ay SS xg * _ ] . Tc 
ro | SE tea . en wi 
oy | CS CH be 
“ie , e * 
mk | : } Ce 
f “a 4 s 
7 » ait team “ips 4 io P 
ae UR, a ~~ i ee y To 
INI 
Se ai y ty ‘ 4 } hs o ee al ae aie Sohne 
wk 
‘Bi a | KNEW op wy bi he all * Stouts «<0 wih Adres. ¢ - ret 
salliiee 5 Mien ey Seed = wwe Ad i's we mode sfal tet Th 
a a eerie led a 
: a. cod mae. My Bs swe —" % eS jong 15 
a ‘ fe : 7 t ~ fe mi te A ae ~*~ 8 me n 
| ee \ + No 
i gall meen wedely deseo depal em tha 
ea tod slipeunes - 4 M 
‘ gre 
a - tha 
ae ‘mer po ma , of 1 
| non 4 if 
7 ick: Be 
Pi - | 
Paces \7 i } : ‘ ‘ 
an WS 
as a . é 208 
Be ee: oue® . 
: : : a 


ay be 
com- 
rough 
tional 
gency 
siness 
TISING 
go 11, 


‘apital 


y the 
series 

ost on 

‘apital. 
says, 

ming a 

i than 

- past.” 

lation, 

| hous- | 

e going | 

firginia | 


A. 

has is- [ 
let full | 
buying 
oyment, 

> cover- 
rket. In 
srything 
ts,” the 
1e mar- 

y al of 
Joseph 
a Porte 
Indiana, 
of Ber- 
n—is a 
merica’s 
icture.”’ 


_ Typical 


booklet, 
up a lot 
bscriber. 
_ kind of 
es used: 
‘ship and 
for new 
rts, read- 
other de- 
trian also 
old book- 
Like to 
Were an 
1 Sample 
The Ro- 
American 


Tamily of 


lies of the 
by Cross- 
this book- 
ed by The 
rm tenure, 
s, income, 
etails are 
enting fig- 
nilies and 
lilies. 


id to Sell 


designated 
introduce 
tells aboul 
home-!iv- 
usekeep ins 
tails. The 
iow House- 


f 


features [0! 


Grit Reader 


its readers 
s of various 
re shown ! 
Ith annua 


and bran 
1e pub! a- 
ler familie 
> 116-pas® 


How much anything weighs 
depends on where you weigh it. 


The same bar of gold weighs more on top of Mt. 
Everest than it does at the bottom of Death Valley. 
The same advertising dollar equals more customers 
in one medium than it does in another. 


Today, you must place your advertising dollar 
where it carries the most weight. Competition is 
becoming stronger. Costs are becoming higher. 
Consumers are becoming warier. 


To keep your old customers and make new ones in 
the period ahead, you'll have to sell—and sell hard. 
You have to decide now to place your advertising 
where it will do more, sell more, bring you more in 
return during 1947 than ever before! 


There are good reasons why American business 
has spent millions of dollars in Puck over the past 
15 years, advertising everything from automobiles 
to aviation, from soap to cigarettes. 


Sound Reasons for Sound Business 


Not only does each ad get more readership in Puck 7 


than in any other publication, but it gets the most 
interested, most receptive reading possible. Puck’s 
great comic characters are so well loved by more 
than 7,000,000 families, that they have become part 
of the very lives of these people, influencing their 


How Many Customers 
Does 


Dollar We 


habits and attitudes and way of life. More popular 
than any star of stage, screen, or radio, these char- 
acters are the all-star cast of Puck, the only 
national comic weekly. 


And remember, when you advertise in Puck, you 
have a direct and basic channel to 20,000,000 adults 
and youth. Four out of five adults read the comics! 
Almost 100% of the young people in America are 
readers of comics! In Puck you thus reach a three- 
dimensional market: today’s adult customers, the 
youth who influence today’s purchasing, and the 
buyers of tomorrow. 


Puck delivers more readers 
Proof? Here are the figures for last year compiled 
by Daniel Starch & Staff, the leading magazine 
readership analysts: 


PUCK DELIVERED: 
150% to 179% more readers of advertising per 
dollar, men and women, in the classification of 
ALL ADVERTISING, than Life, Saturday Evening 
Post, and Collier’s. 

PUCK DELIVERED: 
142% to 160% more readers of advertising per 
dollar, men and women, in the classification of 


Foop ADVERTISING, than those same three publi- 
cations. 


Oy 


The Only NATIONAL Comic Weekly—A Hearst Publication 


959 Eighth Avenue, New York 19, New York « 


Hearst Building, Chicago 6, Illinois 


PUCK DELIVERCD: 
77% to 171% more readers of advertising per 
dollar, women only, in the ToILET Goops AND 
COSMETICS classification, than those same three 
national weeklies and Ladies’ Home Journal, 
Woman’s Home Companion, and McCall's. 


Sell Where the Buying is Done! 
Puck—The Comic Weekly is distributed with 15 
great Sunday newspapers. It circulates through the 
most strategic markets. In these markets are a 
total of 25,000,000 consuming members of families 
who can be reached—and reached most effectively 
—-through Puck. 

How many customers will your advertising-dollar 
weigh in 1947? 


Your Dollar 
Weighs more in Puck! 


Not just a little more, but a tremendous 
amount of customers more! For instance: 


Case No.3. Housewares tem , 


The year’s campaign of four ads cost $248,797. ‘3 a 
Puck's share of that cost was 15%%. Yet Puck 
delivered 31%% of the readers (Seen-Associ- 
ated, Women Only) and 38':% of the Read Most 
(Women Only). 


ALL ALL ALL 
OTHERS OTHERS OTHERS 


COST READERS READERS 
(SEEN-ASSOCIATED) (READ MOST) 
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carrar Redesigns 
‘Nassau Review-Star’ 


The Nassau Daily Review-Star, 
Hempstead Town, Long Island, 
appeared Jan. 2 in a redesigned 
cype dress and makeup, the work 
of Gilbert F. Farrar, consulting 
typographer. 

The restyling carries through 
the entire paper, with special em- 
phasis placed on the makeup of 
the inside pages. Three basic 
changes are (1) restriction of 
neadlines to one type face (Chelt- 
enham Bold), except on the so- 
ciety page; (2) standardization of 
type size in relation to news value 
of heads, and (3) distribution of 
typographic emphasis over tne en- 
tire page. 


Compton Elects Anderson 


Frederick Anderson, with Comp- 
ton Advertising, New York, since 
1941 as account executive, has 
been elected vice-president of the 
agency. He will serve also as an 
account supervisor. Before join- 
ing Compton, Mr. Anderson was 
with Alley & Richards, New York 
and Boston agency. 


“All I know is that the Space Buyer wants one_ 
~<S for every account executive's office” 


OTHER SIGNIFICANT SIGNS: 


¢ The Cincinnati Enquirer has the largest circula- 


tion gain of any Cincinnati newspaper. . 


last year, and last ten years. 


¢ It carries more advertising lin 
Cincinnati newspaper. 


age 


¢ It has the lowest milline rat 


Represented by Moloney, R 


. in the 


than any other 


e in Cincinnati. 


ezan and Schmitt, Inc, 


Fy 5 
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Huge Newspaper 
Linage in Soft 
Goods Visualized 


Cuicaco—Non - packaged goods 
—so-called soft goods—represent 
an untapped market for news- 
paper advertising that might con- 
ceivably add as much as $100,- 
000,000 annually to newspaper 
revenue, Arthur C. Fatt, executive 
vice-president of Grey Advertising 
Agency, New York, told the News- 
paper Advertising Executives As- 
sociation here Monday. 

Pointing out that promotion and 
advertising of style merchandise, 
costume jewelry and other soft 
goods have reached new peaks in 
recent years and that the bulk of 
this advertising is “bedded down 
in magazines,” Mr. Fatt said that 
newspapers can and should get 
more such business if they learn 
the problems of the soft goods 
seller and set up intelligent efforts 
to capture business in this field. 
Expansion into newspapers need 
not necessarily mean a decrease in 
magazine usage by such accounts, 
he pointed out. 

Although “overlooking” soft 
goods was credited with much of 
the lack of such linage in news- 
papers, the major problem in sell- 


ing this type of advertising is the 
necessity for developing more con- 
| sistent and successful merchan- 
|dising programs, Mr. Fatt said. 
'Complete merchandising is an ab- 
solute necessity for non-packaged 
|goods advertisers, he said, declar- 
| ing that magazines have not only 
|done a fine job from the results 
\standpoint, but also from the 
|standpoint of developing and pro- 
|/moting merchandising services 
through to the point of sale. 

| He urged that newspapers give 
thought to the possibilities of tying 
up local and national soft goods 
| advertising in much the same way 
that they have done in the food 
business. 


ABC Spot Sales Opens 
Office in Detroit 


With the addition of WXYZ, De- 
troit, to the group of stations rep 
resented by the American Broad- 
casting Company’s national spot 
sales department, the department 
has opened an office at 1700 Stroh 
building in Detroit, with Gordon 
Lloyd as manager. 

Mr. Lloyd has been succeeded 
in the New York office of ABC 
spot sales, where he was an ac- 
count executive, by George Diet- 
rich, formerly New York repre- 
| sentative for WGN, Chicago. 


Opens New Firm 


William J. Sheehan, for the pas! 
10 years public relations directo 
of Eastern Gas & Fuel Associate: 
Boston, has opened an office in th« 
Park Square building, Boston, a 
a consultant in public, employe 
stockholder and industrial rela 
tions. 


CATALOGS 
OF MANY 
LEADING ADVERTISERS 
} CARRY THIS IMPRINT... 
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He Knows Albany from A to Y—and 7 


wer” you have said, offhand, that Albany is one of the 
most strategically located markets in the United States? 
That this inland “empire” has direct water connection with 
every port in the world? That it’s a point of convergence for 
six major rail lines — a terminus for a busy 525-mile barge 
canal — a tourist mecea visited by 750,000 
people every year? 


Actually, Albany is the focal point for a vast 
world of trade and travel. East, the current 
flows to Boston — North, to the Adirondack 
resorts and Montreal — West, to Buffalo 
and the Great Lakes — South, to the city of 
New York. 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 


New York Journal-American + 
Baltimore News-Post-American - 


San Francisco Examiner + 


Pittsburgh Sun-Telegraph + 
Boston Record-American-Advertiser «+ 


Los Angeles Examiner + 


S 


i 
| 
J \ 4 RENSSELAER © ohm 


To know Albany marketwise takes a lot of getting around, 
a ready welcome with key executives in a score of different 
lines, quick access to authentic research sources. In the 
Hearst Advertising Service are men to whom this work is a 
career — “reporters with a nose for sales” — men who know 
Albany as only newspapermen can know a 
great and teeming market. 


CALL THE 
H-A-S 


What these men have evolved — what they 
are observing daily about Albany and its 
importance as a market —is yours for the 
asking. That goes not only for Albany, but 
for all the other nine key points listed be- 
low. Call the H-A-S man now. 


Chicago Herald-American 
Detroit Times + Albany Times-Union 


Seattle Post-Intelligencer 
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—SEARHEAD-~> 


Don't Be Satisfied with 
ORDINARY RESULTS 


Employ our counsel and services 

to insure results 
Our large creative staff is ready to 
put their efforts to work for you...to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 
appeal that commands attention— 
creates a dramatic showing for the 
product or service. 


YOUR PROMOTION PLANS WITH 


DRAMATIC EFFECTIVE EXHIBITS 


S.A 


Want, Not Need, 
Sells Products, 


Motley Declares 


Cuicaco—-Americans’ need for 
new products in no wise guaran- 
tees that they will buy when prod- 
ucts are available, Arthur H. 
Motley, publisher of Parade, told 
members of the National Retail 
Furniture Association at the an- 
nual dinner meeting here Jan. 8. 

“Some would have us believe,” 
he observed, “that because the 
American public needs so much 
we are assured of a prosperous fu- 


ture. Let me say that needs do 

not make jobs. Needs do not make i ae ge 

EXHIBITS sales or profits. Tragically enough, © 

Industrial . . Market . . Museum . . Convention always in our history, or the his- . . 

talons mera seta trtepe [fry of any people, when the need | AT URNS MS i tt ere a ieee to 

: rig of the National Retail Furniture Association in - 

er ee ree is the grentens, prespertty oe least. ture show were (left to right) Arthur H. Motley, publisher of Parade; Roscoe 

There is only one thing in the R. Rau, NRFA executive vice-president; Merle Thompson, Atlanta, general 

world that is important and that advertising manager, Haverty Furniture Stores, and T. Hart Anderson, of Ander- 
is want.” son, Davis & Platt, New York. 

One of the greatest hurdles re- 


tailers face, he asserted, is their|high, and their salesmen’s failure | chandise is worth the money 
own attitude that prices are too'to try to convince buyers that mer- | asked. 

= | The U. S. success in meeting 
| wartime production objectives, he 
said, was based on four principles 
'which retailers should modify for 
use in their own sales effort. These, 
Mr. Motley said, were, first, that 
there was need for more workers; ]} 
second, that personnel should be | 
selected well; third, that job train- } 
ing was important, and fourth, 
that workers should be indoctri- 


AMERICA’S LARGEST ORGANIZATION SPE- 
CIAUZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. “F/Z 
330 N. JUSTINE STREET + CHICAGO 7, ILL. 


SIMPLE 


How to sell these Texas Folks 


On your cheese and artichokes? 


Here’s a mighty simple answer: 


Make the Dallas News your 


sponsor. nated about the importance of 
their work. 
\‘ ( Retailers today, he continued, 


should employ more _ salesmen, 
should employ scientific methods 
in selecting salesmen, should con- 
stantly train and retrain employes, 
and should take steps to show em- 
ployes the importance of their 
work and give them “pride in the 
job and understanding of what 
they do.” 


ED i 


Cammon Joins Whitney 


M. Edward Cammon, former]; 
an editor in the bureau of pub- 
lications for Bell Telephone Lab- 
oratories, has joined Whitney 
Publications, New York, as sales 
promotion manager in charge ot! 
'promotion for both Better Food 
‘and Interiors. John V. Byrne. 
| William G. Engelmann and Joh 
|W. Owen, all recently released 
|from the armed services, have 
|joined Whitney’s advertising de- 
| partment. 


Is The Paper They Follow 


People of the Dallas territory believe in The Dallas News. 


It’s true of every class — rural and urban alike. 


The faith and confidence that have grown up around the 
columns of this newspaper are not measurable by any 


figures . .. they are human and personal and family values 


whose beginnings run back now into the earliest memories 


of oldest readers ... 


values kept alive and strong by the 


men and women who... today ... carry forward the 


ion THIS IS DALLAS TOO. Oi! fields in the Dalles market area are It’s a fact; Rockford is the secon 
; among the world's most productive. velopment of new Pa P ate ata Thin Waewe . : 3 . : rae . c 
sist Nita tenga lee 5 cieuled Gir maaiitha: tenes ideals that have made The News a bulwark of advertising industrial city in the State. 345 man 
nm producing new wealth year after year. Above scene it . ’ — r) achi 
Kilgore, east of Dallas — long a ‘'Dallas News town’. strength. facturing plants — making _ 


tools, hand tools, furniture, farm ™ 
chinery, hardware, textiles, gas s\ov¢ 
pumps and thousands of other div 

sified products. It’s a busy place. ! 
— asi lieve me! 


Se panes Beste At the Top in Minot: 
ROCKFORD 


wm wh \ | 
MORNING STAR 
REGISTER-REPUBLIC 


METROPOLITAN POPULA 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 


—— 


_ He Dallas Morning News 


THE TEXAS ALMANAC 


RADIO STATIONS WFAA AND KGKO John B. Woodward, Inc. 


Representatives 
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to sell breakfast food 


If your mama done tol’ you ‘bout the bees and the flowers, you know 
that people consist of males and females. Most females radiate a charm 
known as hubba hubba, which most males are powerless to resist. 

Once their Housing Problem is solved, male and female start the end- 
less process of exchanging moola for merchandise. 

Now, if he’s sold on rolled oats and she’s sold on puffed rice, the grocer 
gets an order for both. Not so with, say, the coffee they buy; it’s got to be 
the one kind they're both sold on. (Who'd perk two brands of coffee every 
daybreak? ). 

But, whether you hawk cereal or coffee, drugs or durable goods, you've 
got to sell the same two sexes, males and females. Either together or 
separately. 

And who can woo males and females like The American Magazine! 

Dollar for dollar, page for page, no other magazine can match the 


multimillion circulation delivered by . . . 


Tie American 
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ODUCES SALES 


Sales-producing ‘‘double exposure’’ is provided by Field & Stream. The first 
exposure is to key sportsmen—readers with the means and the desire to buy. 
Second, sporting goods dealers know from experience the sales value of ‘advertised 
in Field & Stream,’’ and give such advertised products prominent point-of-sale 
display. 

For sales results, it’s “double exposure.” Field & Stream provides ‘double 
exposure.” That’s why— 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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exposed first | exposed second 


uy IN FIELD & STREAM AT THE POINT-OF-SALE 
ed A sporting goods company writes to Field & Stream: A recent survey among sports dealers asked, ‘‘Which 
ale “The ad placed in your publication advertising ... A outdoor magazines do sports dealers turn to for sugges- 
Choke installations has us swamped ...'’* The many ee tions regarding . . . goods to stock... ?** The dealers’ 
le advertisers who make Field & Stream a ‘‘must”’ on _ first choice by a wide margin was Field & Stream. 
their outdoor lists will tell you: It’s far more impor- : This is proof of Field & Stream's influence at the point- 
tant to reach the key sportsmen than to reach the of-sale—and proof of the fact that dealers are interested 
most people! sg in selling products advertised in this magazine. 
Proof of results from the advertiser . Proof of dealer influence 
*From the testimonial letter files of Field & Stream : **From Richard Manville dealer survey 


THE LEADER—More sporting goods advertisers used more space in 1946 in 
Field & Stream than in any other outdoor publication. These advertisers 


appreciate the double value that ‘double exposure”’ provides. 
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AMA to Banner & Greif Farm Industry 'in 1945, indicating that farmers 


= ; : |are more willing now to spend 
The American Management As- | money to make money, the survey 


|}sociation has named Banner & Hits New Peak — 
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‘Brownell Heads 3 
Lever Sales; 10 V 


- 
Simic a. in ar Greif, New York, to direct the 
i em publicity campaign for the AMA! Des Mornes—U. S. agriculture a , Others Promoted $. 
t Readership Packaging Exposition sponsored | has risen from a $50 billion in-| Plans Tieup with Movie | | 
<a ¢ Took yf cao yg ge A oT dustry in 1936 to a record $101.5} A national advertising and pub- | CAMBRIDGE, Mass. — Leve: F 
~ NUCMAM packing and shipping, which wilj | billion peak at the close of 1945,| licity tieup with Eagle-Lion Films | Brothers Company has appointec 945 
es BECAUSE OF be held in Convention Hall, Phila- | according to a survey by Success- on | its new Kenny Delmar film,| John O. Brownell, assistant gen . 
ACCEPTED delphia, April 8-11. ful Farming. Farm cash income It’s a Joke, Son,” has been an- | eral sales manager since 1941, a: vs 
7 EDITORIAL ‘during the same period went from | Rounced by Parks Mfg. Company, | general sales manager. He ha: . 
< he? . 8 ili New York, manufacturer of Tux- | peen associated with the compan) ‘ld 
: CONTENTS ‘Promotes Hocking $8.5 billion to a whopping $21-5/edo Park belts and suspenders. | 55. 99 years e 
7 | Arthur J. Hocking has been ap-_ billion, the survey disclosed. — The promotion, handled by Alvin | Mua. ater. wa a 
en pe ‘A | pointed manager of sales promo- | Record incomes and restricted Gardner Company, New York, ‘nounced 10 other promotions. i: lo 
Building |tion in the footwear division of | buying have made it possible for|Will feature spreads in Mens) on tment. Richard E foe 
|United States Rubber Company,| farmers to whittle down their | Wear and Men’s Reporter. Point-| the sales depariment. ie 
SUPPLY NEWS |New York. He has been with the | . of-purchase material will be sent) Anthony, with the company sinc u 
los any since 1943 isti 7€ | mortgaged indebtedness at the rate +, ‘yetailers in cities where the | 1937, has been appointed genera 7 
; ;|company since » assisung 1N | of half a billion dollars annually | gim is being shown Peer . ing 
r product development in the com- | and at the same time mused eav~ & . |field manager of domestic soap: | 
oe pany’s Naugatuck footwear plant. |‘ = Se ws and household shortening. He wil la 
bn |ings to a record $19 billion 444 : 8 
| Under the stimulus of war and William Joins Thorpe be assisted by Leon L. Hopkins ie 
«4s , John S. William, formerly an|who joined Lever in 1920. Roge: i 
GIBBONS KNOWS CANADA ‘kik Gee Gece yom account executive with Kenyon &/C. Baker has been transferred wit 
aovertisinc J.J. GIBBONS LTD. mencuanoisine 'ment, farm production has in- ping a ae han ioines | trom the treasurer’s department = 
; TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER creased. Capital expenditures by Jay Thor e. New Y k ‘s qa- |? the sales department as sales . 
a |farmers reached an all-time high | vartisiag caaanee ons, 882 | administration manager. Louis H. J °° 
; MacLeod, with Lever since 1924, J 
has been named chain store and eet 
supermarket manager. , ing 
we New regional assignments in- — ?@P 
ae clude: John H. Apeler, from west- —§ — 
a ern to southern regional manager, f 
with headquarters in Atlanta; 
a Theodore B. Stadman, with the 


pigs ... 1S not just pigs! 


The nondescript porker of grandfather’s farm . . . penned 
in a mud plot, fed on kitchen refuse ... has given way to highly 
bred selected types, schedule-raised by formulae, for product 
quality, price and profit ... Pre-natal feeding of oats, soybean 
oil, mineral mix, alfalfa meal, makes the unborn pig strong, 


gives the sow a milk reserve for the nursing period ... New 


inbred strains, such as the Hamprace, develop a heavy milker 
that drops large litters, gains fast, grows trim hams, deep sides of 
bacon, long loins, less waste ... And even the hog barn is 


designed for streamlined production and labor saving, with 


| Flea Motors . . . Aircooled gasoline engines . . . insulation, central heating, ventilation, automatic food handling, 
} . 3 ationarv 4 “te oe . “nD . rp y : : 
from 74 hp stationary to 174 lp portable . . . run easy cleaning ... ‘‘Feeding The Unborn Pig” on page 106, 
household washing machines, sheep sheerers, other 


machines... and 1/10 hp electric motor can do “And Now The Hamprace Hog” on page 107, and **SUCCESSFUL 

continuously the same labor as a hard-working Farminc’s Labor-saving Hog Barn” on page 24... in the 

hired man .. .*Farm Power Parade’’, page 35. ‘ “oC . : ¢ 
January issue of SuccessFUL FARMING ... are business news of the 


utmost importance to SF farmers, may be a revelation of 


modern farming to advertising men. 


Also...°“Ten Farm Commandments for 1947” . . . “Are 


You Getting the Most from Your Soil?” ... “Successful 
5 
FFA... means Future Farmers of America, such as Homemaking” ... hundreds of new ideas, research results, profit 
Bill Carlin and older brother (22) who own go possibilities in dozens of authoritative articles and factual 
acres, leased ol more, grossed $30,000 last year : “= . ° . . 
; features make SF the top farm publication with more than 

won S500 prize award in this vear’s convention, 
will spend the money on a cornpicker . . .“" What .200,000 of the country’s top farmers in the 13 
We it or in Kansas ( ‘vat . T 4 m4 

Se heart states, New York and Pennsylvania.. 


incomes. largest investments... best class 


farmers with highest yields and cash | hay 


market in the national market today! 


wt, 


Get all the facts from any SF 


Des Moines, New York, ed 


Retirement Annuity ... [rees raised o1 
** wast nd yield forest timber, posts, building Chicago, Detroit, Cleveland, 
profitable investment... plantec . “o- 
: , Atlanta, San Francisco, 
youth pay off tor the pipe and slipper years ‘ 
‘Trees Are a Cash Crop’, page 22. Los Angeles. 


company for 21 years, midwest 
manager, with offices in Chicago; 
Elmiro Baggis, western manager, | 
| with headquarters in Kansas City; f 
|Norman A. Witt, with the com- f 
pany for 13 years, Detroit man- f 
ager; A. B. Peterson, who joined 
the company in 1934, manager of 
the Kansas City division, and 
Robert O. Smith, with Lever since 
| 1930, Atlanta division manager. 
Fred Penne will continue as 
|eastern regional sales manager, 
| with headquarters in Cambridge 


New 1,000-Watt Flint 


‘Station Joins Mutual 


| WBBC, new 1,000-watt station 
under construction in Flint, Mich.., 
will join the Mutual network May 
1 as a full-time affiliate. Owner 
of WBBC is John L. Booth, who 
also owns an interest in the Booth 
newspaper chain (Flint Journal 
and seven others) in Michigan 
This station and two other new 
affiliates, WPAM in Pottsville, Pa., 
and WJSW in Altoona, Pa., both 
250 watts, boost Mutual’s num- 
ber of outlets to 386. 

Two MBS affiliates boosted their 
power last month. KWYO, Sheri- 
dan, Wyo., went from 250 watts 
to 1,000 daytime and 500 nights, 
while KLPM, Minot, N. D., in 11,488 
creased its output from 1,000 to 
5,000 watts daytime and 1,000 §rettes! 
watts nights. 


import 


WBT Licensee Renamed ket is. 


Corporate name of the South 50% 
eastern Broadcasting Compan) 07% 
owner - operator of 50,000 - wat' N.C. | 
WBT, Charlotte, N. C., has bee Bias. 
changed to the Jefferson Standar Eff B 
Broadcasting Company. Home ot “an 
fices of the company recently we! 
= from Greensboro to Cha! 
| lotte. 
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Concentrated Circulati«" 
| Gives Enduring Resu's 
|92% Home - carrier - delivery | 
73 Bayonne family subscrip! © 


TU ss ‘ one 
gives us a unique ability 


get you enduring result 


a community we have | 


serving for 77 years. 


THE BAYONNE TIME 5 


NEW JERSEY *pr 
BOGNER & MARTIN 
State Representati: 
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Seattle Daily 
Will Erect New 
d $2,500,000 Plant 


Leve) SEATTLE—Construction of a new 


eae 
agape 
ants: 


5 eire. 3 
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21 


| 1,000,000. ; j | wider airing this year. The spon-| report from 31 to 69 and arranged 
To obtain a design for an il- ae en — | sor, Procter & Gamble, through) for his use of full Mutual news 
luminated structure to t the | .:-- atic Home Appliances, a|Pedlar & Ryan, has expanded its| facilities, including pickups from 
building's Rieti the pa RE of the Matam Corpora-| NBC schedule (Mondays through spot news scenes. Agency is Hix- 

: tion, Long Island City, N. Y., has | Fridays, 3:30 p.m., EST) from 67 | son-O’Donnell Advertising, New 
gencer has opened a contest offer- appointed Ruthrauff & Ryan, New | fo 188 gintions > ang 


'ing winners U. S. savings bonds.| York, to handle consumer and 


The paper is operated by Hearst | business paper advertising for the| Breslin Joins Seemann 


Publications, Inc. |'Mat Matic Full Automatic elec-| Newscast Expanded 
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$2,500,000 newspaper plant to be 
eady for occupancy about Jan. 1, 


948, will begin soon for the Se- Louttit Names Rockwell 


| Robert Rockwell has been ap- 
dest newspaper, C. B. Lindeman, | pointed account executive of T. 


ttle Post-Intelligencer, the city’s | 


tric iron. Although the Richfield Oil Cor-| Frank Breslin, formerly a time 


——_——_ poration of New York dropped! buyer at Young & Rubicam and 
‘ ’ |Arthur Hale’s Saturday newscasts | earlier with the National Broad- 
Pepper Young Expanded on Mutual on Dec. 31 (AA, Jan.| casting Company, has joined the 

“Pepper Young’s Family,” one|6), the company extended the| John E. Pearson Company, New 


ublisher, has announced. The, Robley Louttit, Inc., Providence, | of the perennial favorites of radio| number of MBS outlets carrying York radio representative, as an 


uilding will occupy a full square | R. L, agency. 


lock and will contain 16 new) 
treamlined press units capable of 
our-color runs. 

The reinforced concrete build-| 
ing, faced with limestone and | 
lack granite, will contain a com- | 
plete lunch room for employes, | 
ind parking space on the roof | 
with a special elevator to carry | 
,utomobiles, in addition to space | 
or usual departments. The| 
sroundbreaking comes at a time | 
vhen Seattle’s population has ex- | 
eeded 500,000, and the new build- | 
ing is designed so that the news- | 
paper can serve a community of 


CIGARETTES 


Enough Cigarettes for 
31,476,329 Years!!! 


If you smoke a pack a day, and had 
a corner on the 1945 “Golden Belt” 


tobacco production, you'd have had 
\1,488,860,360 packages of ciga- 
rettes! Just goes to show you how 
important this “Golden Belt” Mar- 
ket is. 70% of N. C. Tobacco. 
50% of N.C. Farm Inc. 30% of 
N. C. Retail Sales. 30% of N. C. 
Eff. Buy. Inc. 


|soap opera listeners, is getting| his Tuesday and Thursday news| account executive. 
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is the ONLY Morning and Sunday 


published in this 33 county 


All-time high circulation— _ 


20 ABC PLUS. 


ented by THE BRANHAM COMPANY 


@ TEXTILE INDUSTRIES @ SOUTHERN POWER & INDUSTRY e@ SOUTHERN HARDWARE @ ELECTRICAL SOUTH @ SOUTHERN BUILDING SUPPLIES 


Sel the Mau 


who will service 9 million 
cars down South in 1947 


He is more than one man—he is many men. Field of 
operation: 19 Southern and Southwestern states where 
32% of the nation’s automotive outlets are servicing 
more than 9 million registered motor vehicles. That is 
the SAJ market. He is the SAJ reader. 

With 1947 slated another big 
maintenance year, SAJ’s Annual 
Spring Service Number in March 
becomes increasingly effective— 
one of your most important and 
best advertising buys. 

Use it to reach practically 
every jobber and distributor; the 
large majority of the car dealers, 
garages and larger service sta- 
tions in the South and South- 
west. 

SAJ’s circulation of 22,000 net 
paid A.B.C. gives you blanket 
coverage of this important area 
representing one-third of the na- 
tional automotive market. For 
profitable results, see that SAJ 
is on your schedule. Make reser- 
vations for the Spring Service 
Number now. 


GRANT BUILDING 
ATLANTA 3, GA. 
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7, IN THE HIGHEST 12 STATES 
(Plus Dist. of Col.) 


Collier’s has 11.8°% coverage 
MA 
LIFE has 26.2% coverage 


Post has 15.6°% coverage 


——— AUDIENCES —_— 


AUDIENCE COVERAGE OF STATES GROUPED 


z IN THE NEXT HIGHEST 12 STATES 


Collier’s has 10.4% coverage 


LIFE has 21.7% coverage 


Post has 12.5% coverage 


—_—_—— AUDERGES —__ 


Collier’s LIFE Post 

IDS, bianca ck 968,000... 2,008,000... . 1,183,000 
Washington.......... 245,000. 446,000... . 312,000 
IES << 5.0.2 oe ees He 166,000. ... 265,000.... 149,000 
Nevada 22,000.... 33,000.... 25,000 
Maine 80,000 | 156,000.... 80,000 
Massachusetts 957,000. ... 874,000.... 565,000 
Se ee 30,000. |. 66,000.... 42,000 
Connecticut... ........165,000.... 407,000.... 208,000 
Rhode Island.......... 47,000.... 129,000.... 71,000 
New Jersey... ........281,000.... 807,000. . 491,000 
Maryland. . 146,000. ... 349,000... . 176,000 
Delaware... 24,000. . 57,000.... 31,000 
Dist. of Colum... 96,000 214,000 117,000 

TOTALS 2,625,000 5,806,000 3,450,000 


Collier’s LIFE Post 

Now VYouk.......... 925,000... 2,393,000... . 1,429,000 
Pennsylvania....... . 597,000... .1,629,000.... 950,000 
New Hampshire......._ 50,000... . 94,000... . 56,000 
re ee 725,000. .1,284,000.... 661,000 
Michigan........ 606,000 | . 1,000,000... . 529,000 
Wisconsin............. 256,000. 480,000... 259,000 
Iilinois... 2... 2.2... . 601,000... .1,258,000.... 808,000 
SE ee 232,000.... 312,000.... 175,000 
GI. kg xe tuseeus 157,000.... 210,000.... 122,000 
Wyoming............. 32,000....  54,000.... $4,000 
SINS 9.3 5 2 o 84 060-94 57,000.... 102,000.... 72,000 
ae rere 65,000... 97,000.... 56,000 

TOTALS 4,299,000 8,915,000 5,151,000 


hy Continuing Study of Magazine Audiences No. 
8 shows, for the first time, the relationship between 
audiences of the 8 mass weekly magazines and sales by 
states and regions. 

The maps and figures above, for instance, show at a 
glance the coverage of Collier's, LIFE, and The Satur- 
day Evening Post in states grouped according to retail 
food sales per capita. 

And there are also similar geographical breakdowns 


for drug, general merchandise, and automobile sales in 


this latest Continuing Study of Magazine Audiences. 

These geographical analyses are only part of the 
complete findings of this new study that shows the 
quality and quantity of weekly magazine audiences 
more thoroughly than ever before. 

We believe that advertisers and their agencies will 
find CSMA No. 8 particularly helpful in determining 
how their weekly magazine audiences stack up against 
their own sales figures and their pattern of distribution. 


The complete study is now available. 
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ABOUT MAGAZINE AUDIENCES 


ACCORDING TO RETAIL FOOD SALES PER CAPITA 


3, IN THE THIRD HIGHEST 12 STATES 


Collier’s has 11.4% coverage 


LIFE has 19.8% coverage 


Post has 11.1% coverage 


—___-». os ——_— 


Collier’s LIFE Post 
SE as rau -sak is 241,000.... 396,000.... 248,000 
Indiana...............361,000.... 572,000.... 314,000 
0 ee ee 251,000.... 498,000.... 309,000 
lowa.................242,000.... 9340,000.... 206,000 
Minnesota............285,000.... $91,000.... 249,000 
North Dakota ......... 45,000.... 80,000.... 51,000 
South Dakota.......... 48,000....  $8,000.... 53,000 
Oklahoma............171,000.... $10,000.... 161,000 
FORMS... veces. s. O87,00....1,078,000.... 818,000 
INN 6S xp sae eds 128,000.... 218,000.... 129,000 
SR Ck i cies vcsraive BE TS.... Bae 
a . 115,000.... 70,000 


TOTALS 2.416.000 4,205,000 2.353.000 


4, IN THE LOWEST 12 STATES 


Collier’s has 6.8°% coverage 
LIFE has 15.8°7, coverage 
( > 


Post has 7.6°7, coverage 


___ a —— 


Collier’s LIFE Post 
Virginia..............203,000.... 469,000.... 237,000 
West Virginia.......... 115,000.... 261,000.... 149,000 
Kentucky.............123,000.... 297,000.... 162,000 
Tennessee............156,000.... 359,000.... 169,000 
North Carolina...... ._-200,000.... 481,000.... 196,000 
South Carolina....... 100,000... .  252,000.... 101,000 
er 169,000, ...  383,000.... 187,000 
Alabama............ .142,000.... $21,000.... 142,000 
Mississippi............ 96,000....  219,000.... 108,000 
Arkansas............. 86,000... . 200,000. ... 105,000 
ere 127,000.... 299,000.... 145,000 
New Mexico.......... 45,000.... 87,000.... 50,000 


TOTALS 1,560,000 $,628,000 1,746,000 


MILLIONS 
25 
HERE ARE THE 22,550,000 
20 |. _ NATIONAL WEEKLY MAGAZINE AUDIENCES 
(From Report #8, Continuing Study of Magazine Audiences) 
is| | 
42700000 | 
| 10,900,000 
lor = | 
5|_ 
) al iia — 
POST COLLIER’S — | 


...Now more than 22% million readers every week 
—the largest weekly magazine audience in America 
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Ralls Moves to Atlanta =} ®)._ 


H. L. Ralls, manager of the ing, Inc., Sandee Muffler Company, 
Charlotte, N. C., office of the Bran- | Thermal Products Company, Rose 
ham Company, publishers’ repre-| Electro Therapy Mfg. Company, 
sentative, has been transferred to|and Weber Showcase & Fixture 
the Atlanta office. Mr. Ralls will | Company. 
continue to supervise the Charlotte; The advertising 


ager of the Spartanburg Herald &| Reiland, formerly assistant adver- 

Journal, has joined the Charlotte} tising manager. 

office of Branham. ———— 

——— ‘Donaldson Appoints 

Don Mack Forms Agency: Brown, Ayers & McDowell, Bos- 

. | ton, has been named to handle the 

Starts with 5 Accounts advertising of Donaldson & Co., 
Don Mack, formerly director of | Boston, creator of Easterling com- 

advertising and sales promotion of | pacts and cigaret cases. Plans call 

the Weber Showcase & Fixture) for the use of business papers in 

Company, Los Angeles, has opened | the jewelry and gift field with 

his own advertising agency, Don! consumer schedules to be planned 

Mack, Advertising, 7250 E. Slauson | later. 


PICKS UP AND DELIVERS 
Anything from a letter to a truckload 


shipment. Rush delivery of anything 
anywhere in Chicago 
—to the railroad sta- 
tions, airports or 
trucking platforms. 


BONDED SPECIAL 
DELIVERY SERVICE 
Messengers @ Cycles @ Cars @ Trucks 
PHONE DEL. 1234, 412 N. Wells St., Chicago 


| Ave., Los Angeles. Accounts lined | ‘Little Blue Books’ 


Refrigeration Engineer- | 


Budget May Reach 
$300,000 in 1947 


| 


“ 3 department of | 
operations. Bertram C. Finch, pre-| Weber Showcase & Fixture Com- | —those 
viously national advertising man-| pany will be supervised by Todd | paper-covered books 


GrIrArD, Kan.—Little Blue Books 
five-cent, 3%x5_ inch, 
advertised 
under the imprint of Haldeman- 


Julius Publications—may receive | 


an advertising boost of $300,000 
this year, E. Haldeman-Julius, 
editor and publisher, told ADVER- 
TISING AGE. 

With pages scheduled for Es- 
quire, Look and See, and 10 metro- 
politan dailies, “everything is 
starting out with a wallop,” he 
said, adding that “we most likely 
will go straight down the line and 


run wherever big papers are avail- | 


able.” 

The mail order house has 1,823 
Little Blue Books listed, with new 
titles being added “at a fast clip,” 
covering about 60. categories. 
Orders must be for at least 20 
books, at five cents each plus one 
cent per book for postage and 


Advertising Age, January 20, 1947 


handling. For orders under 20 
books, each costs 25 cents. Sales 
volume in 1946—the company’s 
27th year—was 20,000,000 Little 
Blue Books. 

In addition to space advertising, 
Haldeman-Julius mails circulars 
at least four times each year to 
a list of 450,000. These also pro- 
mote specific job printing offers. 


Kenny to Represent WOR 


Phil Kenny, formerly director 
of radio for Lever Bros. Com- 
/pany, has been appointed New 
|England representative of WOR, 
| key Mutual station in New York. 
Mr. Kenny, who had been with 
| Lever since 1929, will make his 
| headquarters in Boston. He suc- 
ceeds M. L. Taylor, who has estab- 
| lished his own agency in Boston. 


‘Leaves WBT for Tip 


| William M. Parker has resigned 
,;as sales manager of Station WBT, 
| Charlotte, N. C., to devote his 
| time to managing the Tip Bever- 
|}age Corporation, of which he is 
| president and treasurer, in Char- 
lotte. 
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rumble over 67 tracks. 
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SESE evil din bie 


Grand Central Terminal covers 48 acres in the heart of Manhattan. A 
s/ PK metropois in miniature, the Terminal houses an art gallery, motion picture 
4 theater, hospital, numerous shops and maintains its own police force. 
30,000 people can be accommodated in its vast concourses and waiting 
Here, every weekday, 550 trains, carrying 195,000 passengers, 
Another half-million non-passengers pour through 
the Terminal daily from connecting networks of New York's subways. 


erwhelming lea 
decisions of 


You need newspapers to sell New York 


Boston & Maine 


Joins Ad Foray 
Air Rivals 


on 

| Boston—The latest entrant in 
the railroads’ anti-airline adver- 
tising battle is the Boston & Maine, 
which recently ran 1,600-line ads 
in all on-line daily newspapers 
attacking public financial support 
of airline facilities. 

In a slashing assault on taxa- 
tion support of air terminals, the 
copy was headlined ‘You’ve been 
working on the runway,” and a 
cartoon depicted men, women and 
children paving an airport run- 
way with dollar bills. 

Characterized by the road’s pub- 
licity manager, Herbert L. Bald- 
win, as the start of a fight “to 
stop unfair competition, which 
now obtains between commercia! 
airlines and railroads all over the 
country,” the copy asks taxpayers 
to investigate the amounts being 
spent by communities to support 
privately-owned airlines, and 
“how much more your community 
plans to shovel into subsidies for 
| airlines.” 


Tired of Boasts 


| The railroad welcomes “fair 
competition,” the copy asserts, 
“but we are tired of airline oper- 
ators boasting of reducing their 
fares and providing free meals 
and other frills for their passen- 
gers but not bothering to explain 
to the public why they can do 
this. We believe you should know 
that they can do this only be- 
cause financial help from federal, 
state and city treasuries—your tax 


money and _ ours—lowers their 
costs of operation.” 
Copy further charges that: (1) 


State and municipal airports are 
actually tax-free terminals for 
,;commercial airlines; (2) airlines 
'make only token tax payments, 
with traffic controls and signals 
provided by the federal govern- 
'ment; (3) in New England, cost 
|of snow removal alone often ex- 
ceeds the rental paid by the air- 
/lines for using the airport. 

| In contrast, copy emphasizes, 
railroads maintain tracks, termi- 
‘nals and signals and pay “heavy 
taxes in every state and com- 
/munity through which they pass.” 
| Copies of the ad were mailed 
to members of Congress and to 
|state and city legislative mem- 
|bers throughout New England 
‘Harold Cabot & Co. is the agency 


4 A's Boosts Scheidker 

| The American Association o! 
Advertising Agencies has_ pro 
moted Richard L. Scheidker t 
|assistant executive secretary. M) 
Scheidker joined the associatio: 
|as staff executive in charge o 
|creative and promotional activi 
| ties last January upon his releas: 
|from active duty with the U. S 
Naval Reserve. 
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ms Breaks All Linage Records! 
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and 1946 was a banner year for ADVERTISING AGE! Leada- 


England 
agency 


eae ing in total linage as usual, ADVERTISING AGE chalked 


ation of! 

ker p all ti 

aia o" u an Ey ime . 

ig record total and scored the greatest gain 
activi 


s releas for the year—maintaining its recognized position as “The 


World's Number 1 Promotion Medium for Advertising 


Media and Services”. 
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MAN WITH 
100 VOICES 


IS SPEECHLESS | 


He can impersonate anything from a dragon to a humming- 
bird. His name is John Cronan, and he’s the Boston Public 
Library’s official children’s storyteller. Last July 13 an ar- 
ticle about him, called ‘The Man with 100 Voices,’’ ap- 
peared in the Post. What happened? Post readers have 
Mr. Cronan speechless. Letters from them poured in from 
everywhere asking him to make phonograph records, radio 
broadcasts, even a movie. And so many people crowded in 
to hear his stories that he had to bar the door to all adults 
unless they had children with them! 
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How to get 50,000 
people into a kitchen 


It seems that women aren’t sick and tired of the kitchen 
—at least the women who read those 4-color Youngs- 
town Kitchen ads in the Post. According to the makers, 
Mullins Manufacturing Corporation, Post ads have 
played a tremendous role in getting women all steamed 
up about kitchens. Actually 25,000 Post readers have 
asked Mullins for more information about this kitchen. 
The Advertising Manager declares that the addition of 
the Post to the schedule has caused an avalanche of 


favorable comment from distributors and dealers. 
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Post readers 
ruin author ~ 
vaeation 


“T was having a quiet 
vacation when the Post 
containing my article 
Something for Nothing 
hit the stands,” writes 
author Dean Russell. 
“The next day my pe 
cousin phoned trom ~~ 
New York and said I’d 

better return because ‘all hell had broken 
loose!’’’ He found his cousin floundering in 
asea of letters. (Only one was unfavorable.) 
He received seven “‘excellent”’ job offers. He 
was compared to Patrick Henry, Thomas 
Jefferson, Humphrey Bogart and the 
prophet Jeremiah. And one woman reader 
from Kentucky wanted to adopt him! 


titled ‘Keeper of the Names,” by Irving Wallace ran in the March 
23 issue. After it appeared, more than 500 collections were offered 
her. “There were so many good ones,” she says “that I nearly 
went broke buying them!’ Many purchasers wrote, too. Sales 
more than tripled and correspondence was up 400 per cent—even 
though people had to look up her address, because the Post article 
merely said her office was in ‘“‘a towering office building on New 


York’s Fifth Avenue.”’ 


Advertisers will find a lot of meat in this 
story: On April 27 ofthis year, the 
Smithfield Ham & Products Co., Inc., 
decided to tell Post readers about deli- 
cious James River Deviled Smithfield 
Meat Spread. They ran quarter pages 
every other week—and merchandised 
them to the hilt with special Saturday 
Evening Post reprint cards, folders, and 
booklets. By July—hold your breath— 
they checked in one important area and 
ma found business was up 600 per cent! 


J 
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Names Changes 
in Top Personnel Ziminsky, a director of American 


New YorK—In anticipation of| News and for eight years mer- 
his retirement Sept. 30, 1950, chandise executive of Gimbel 


vice-president, becomes president 


pension plan, Michael A. Mor- ja director of Union News. 

rissey has relinquished the offices| William A. Eichhorn, formerly 
of president and treasurer of|secretary and assistant treasurer, 
American News Company and_has been chosen executive vice- 
Union News Company. He will, president and treasurer of Ameri- 


* jcontinue as chairman of both 
American News oinpanies 
Percy D. O’Connel, formerly | 


/ named 
of American News, and Victor D.| 


under provisions of the company’s | Brothers, becomes president and 


can News and treasurer of Union 


mer assistant secretary, has been | 
secretary of American 
News and assistant secretary of | 
Union News Company. 

All appointments are effective 
Feb. 1. 


G. Washington Moves 
Home Products International 

Ltd., division of American Home 

Products, New York, has moved 


| Canadian advertising for G. Wash- 


ington instant coffee and broths 


|News, and William J. Bliss, for-|from Ruthrauff & Ryan to W. 


Earl Bothwell, Inc. Newspapers 
and business papers will be used. 
Bothwell has moved its New York 
office to 270 Park Ave. 


To Beaumont & Hohman 


Beaumont & Hohman has been 
appointed to handle the advertis- 
ing of Tower Company, Seattle, 
|manufacturer of surgical equip- 
jment. Pacific National Advertis- 
|ing Agency’s Seattle office recently 
|resigned the account. 


sa 


CS 
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= egal Sales power . . 


:? about our latest display developments in — 


NEON ...PLASTIC... WOOD 
GLASS... METAL 


famous streamliner 


=m OHIO 


ADVERTISING DISPLAY 


COMPANY 
1216 Jackson St. 
Cincinnati 10, Ohio 


Phone .. . wire .. . write 
for full particulars. 


... with Electric Displays 
that sell o 0.0 WER. ss Ce 


. sales pep... sales speed . . . that’s 
what thesé Electric Displays will give your product 
at the POINT OF SALE! Let’s tell you more 


- age 


Etched glass display with 


Stream- 
liner— 
the electric 
display hit 
of the year 
« SOON 
effect. 
Single or 
double 
faced. 


Neon Electric Displays with plas- 
tic circular frame. 


metal base and border. 


} 
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Pierce Recorder 
Does ‘Everything 
for Business Man 


EvANSTON, ILL.—The first mag- 
netic wire recording machine de- 
signed for business use has been 
introduced by Pierce Magnetic 
Wire Recorder Corporation, li- 
censed to make use of principles 
developed in recent years by Ar- 


mour Research Foundation of the 
Illinois Institute of Technology. 

The company, long a maker of 
‘radio test equipment and elec- 
tronic devices, will advertise the 
'Recorder in business papers and 
trade publications this year. Pro- 
duction is now about 20 units a 
day and will be doubled by March 
or April (AA, Jan. 13). 

The $400 Recorder performs a 
wide variety of services. It will 
record voices “under almost any 
circumstances” and will reproduce 
music at “frequencies ranging 
from 150 to 5,000 cycles a second 
at plus or minus three decibles.” 


Performances Numerous 


It can be used for recording 
‘desk or telephone conversations, 
‘conference discussions, news re- 
| porting, medical or legal confer- 
'ences and ship-to-shore or plane- 
|to-airport conversations. No spe- 
cial phone attachments are re- 
quired for recording phone con- 
versations, except for placing a 
“pick-up” device beneath a cradle 
telephone. 

The machine, which is portable, 
records sound magnetically on a 
stainless steel wire, one spool of 
-which takes more than an hour of 
sound. A simple device permits 
rapid demagnetization and_ re- 
peated re-use of the small spool. 
Business men can quickly “erase” 
dictation misstatements. A hand 
microphone controls operation in 
dictation; a foot control that starts, 
\stops and reverses the wire is 
used for transcribing; radio head 
|sets, plastic earphones or a ‘“‘one- 
‘ear’ earphone are available for 
| typists. 

Pierce is negotiating for pur- 
chase of a $1,000,000 plant. Pro- 
duction will later reach about 250 
units a day. Distribution is direct 
to franchised dealers, of which 17 
have been named. 
| Carroll Dean Murphy, Chicago, 
| will handle the account. 


‘Names Sneider Agency 

Theodor, California, designer 
'and manufacturer of handbags, 
has appointed A. M. Sneider & Co., 
New York, to handle a national 
advertising campaign in consumer 
and business magazines, supported 
by direct mail. A new line of 
non-crackable suede bags will be 
featured. 


| 
| 


Anyone, anywhere can set 
type this new, practical way. & 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 

set into Fototype composing 
stick. No metal type, no ' 
messy ink, no impressions ¢ 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. | 


New 24-Page Type 
Catalog FREE! 


1415 ROSCOE ST., CHICAGO 15, ILLINC 
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We have © problem, too. The clean Nue flame is so popular thu! Se simply can't 
Aeep up with the demand for Gee appliances and equipment 


beating But installations are being slowed up by unavoidable shortages of 
matenal and equipment 

We'll continue to take care of everyone in turn, as we have bean 
doing So please be patuant with 


ennncus GAS usm coun : 
? 


POPULARITY STORY—420-line cartoon 
ads, each carrying the headline shown 
here, are appearing in local newspapers 
to give consumers an informal explana- 
tion of equipment shortages and tem- 
porary inability of the Minneapolis Gas 
Light Co. to supply fully local needs 
for household gas appliances. McCann- 
Erickson, Minneapolis, is the agency. 


CBS Elects Wallerstein; 


Columbia Records Gains 
president 
of Columbia Recording Corpora- 
tion, has been elected to the board 
Columbia 
which 


Aas 


Edward Wallerstein, 


Sut ts. 


of directors of the 

Broadcasting System, 

CRC is a subsidiary. 
Columbia records sales in 


of 


report in which he 
“possible output” for 
“double its present rate.” 


1947 


now pressing 250,000 


Hills, Cal., and Mexico City, 
the near future. 


Cupples Promotes Comer 


Francis B. Comer, eastern divi- 
sion sales manager, has been ap- 
and gen- 
of Cupples 
Comer 


pointed vice-president 
eral sales manager 


Company, St. Louis. Mr. 


will head a newly formulated re- 
gional sales division setup. 


1946 
more than doubled those in 1945, 
Mr. Wallerstein said in a year-end 
predicted 


CRC is 
records 
daily. The company plans to erect 
two additional plants, in Beverly 
in 


EYE‘CATCHERS 


rOR MEN ONLY! 
Hl ADVERTISING MAN! I'm an 
ye-catcher — every adv. man should 
ave EYE’ CATCHERS on his desk! 
idea, don’t you think ? 
ou can take it from me, you must 
atc, their eye before you can make 
hem buy!! EYE’ CATCHERS is 


ops in advertising photos 


i want to illustrate all your ads 
pb readers QUICKLY 


ou need inspiration for nimble 


lf you are spendthrift enough to 
vest $7.50 per month in an EYE’ 
ATCHER membership that will 
‘lp you to profitably cash in on a 
olle-tion of some 10,000 outstand- 
ng sales promotion photos 


EN take a few seconds to write 
‘y letterhead for FREE SAM- 


Proof Books and see for your- 


10 E. 38th St. 
New York 16, N. Y. 


'E CATCHERS, Inc. 


Whitehall Adds Stations 


Whitehall Pharmacal Company, 
through Sullivan, Stauffer, Colwell 
& Bayles, has increased the num- 
ber of NBC stations carrying the 
Bob Burns show (Sundays, 6:30 
p.m., EST) from 62 to the full 


network of 125. The program is| 


|aired for 
| Bisodol. 


Anacin, Kolynos and 


Will Plug Pal Products 


Pal Products Company, manu- 
facturer of household cleansers 


wee 


and polishes, will launch a news-| 


paper campaign 
New 
New York, through Adair & Di- 
rector, Advertising, New York. 
The campaign will feature 11 new 
Pal products. 


next month in 


Fortuna Names Williams 


Wolfe & Lang, Inc., New York, 
has appointed Williams Advertis- 


ing Agency, New York, to handle! 


advertising on Fortuna founda- 


tions. Four-color pages in fashion | 


magazines will be used. 


England and metropolitan | 


To Wm. Grimm Agency 


William K. Grimm, Chicago 
agency, has been named to handle 
the advertising of Chapman Chem- 
ical Company, Chicago, for its 
wood-preserving chemicals and 
insecticides. Electrical and tele- 
phone business papers will be used. 


3 Appoint Gunn-Mears 


Patek Mfg. Company and the 
Stetford Company, Jackson 
Heights, N. Y., toy and novelty 
manufacturers, and Halliday Prod- 
ucts, New York, leather goods, 
have appointed Gunn-Mears Ad- 
vertising Agency, New York. 


COMING 
= NEXT WEEK® 


Near Crisis at Oxtord Paper Company 


by Tony Barlow 


ip the making of over 1,000 
miles of quality paper a day 
Oxford Paper Company uses an 
average of 70,000 logs of pulp- 


wood. 


At Rumford, Oxford has near-by 


access to vast timber resources of 


FEARFUL MOMENT! COULD IT BE THAT THIS 
ONE DAYS PRODUCTION OF OXFORD PAPERS 
CONSUMED ONLY 69,999 LOGS INSTEAD OF 

THE AVERAGE 70,000? 


control inspections to make 


are maintained. 


the proper kinds of fine quality 


pulpwood for making its papers 


— spruce, fir, hemlock, poplar 


and hardwood. 


So Oxford quality papers. start ae 


N) 


x OxFORD PAPERS 


7 
oO 


with the right pulpwood. In fact, 


from logs to finished paper — 


Oxford has direct control over 


every operation. 


To this 1s added the skill of veteran 


papermaking craftsmen, some in 
the third generation at Oxford. 
Supplementing their craftsman- 
ship are Oxford’s never-ending 


sure that high standards of quality 


quality pape 


Paper merc 


It is this combination of know- 
how. completeness and testing 
which has helped Oxford to be- 


come quality -paper headquarters. 


hants in key cities 


coast to coast distribute Oxford 


rs. 


Included in Oxford's line of quality printingand label papers 
are: ENAMEL-COATED — Polar Superfine, Maineflex, Maine- 
flex CIS Litho, Mainefold and White Seal: Uncoarep 


— Engravatone. Carfax. 


A quase 
Label and Oxford Super, English Ff 


. 
WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


t Offset, Duplex 


inish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


es ea 


DISTRIBUTORS 
m 48 hey Cities 
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SP 
effective until February |, 1947.jCo 


Increased rates for advertising in 


prior to that time will be protected/thr 
This means you can reach 700,000jact 
it costs you to reach 500,000 . . .& 


every month. It is suggested ordersjbe 


advantage of this rate protection. 


TO SELL MEN, USE THE WORLD 
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NOTICE | 


s injSPORTS AFIELD do not become 


947.;Consequently, all orders received 


cted/through the September, 1947 issue. 
OO0jactive sportsmen at the same rate 
.. 4 substantial bonus of 200,000 
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Two Appoint Bott Agency Promotes Carter, Guitar 


Fitzjohn Coach Company, Mus- 
kegon, Mich., manufacturer of 
motor buses, and Kysor Heater 
Company, Cadillac, Mich., manu- 
facturer of heaters, ventilating 
systems and_ other industria! 
equipment, have appointed Leo P. 
| Bott Jr., Advertising, Chicago, to 
|direct their advertising. Business 
|papers and direct mail will be 


| used. 
Wright Joins Moss Louis J. Skinitzero, vice-presi- 
g dent in charge of sales of Ever- 
Walter H. Wright has resigned|sharp International, a subsidiary 
| from J. M. Mathes, Inc., New/of Eversharp, Inc., has been 
_ York, to join Moss Associates, New | named vice-president in charge of 
York, as an account executive. 'Eversharp’s export operations. 


promotion department, 


tising and sales promotion depart- 
ment of Magnolia Petroleum Com- 
Vacuum Oil Company. Hunt 
Guitar has been named Mr. Car- 
ter’s assistant. 


Appoints Skinitzero 


_ HOW TO KNOW AND SELL 


THE HOUSTON MARKET 


os 


pee 
se 
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See HOUSTON 
IN THE HEADLINES 


Sell HOUSTON 
IN THE CHRONICLE 


The Chronicle’s staff of 65 
reporters provide Chronicle 
readers with the largest local news 
coverage of any Houston newspaper. 
Daily or Sunday, The Chronicle 
publishes more nationally syndicated 


‘Texas’ biggest city is suddenly 
growing bigger and wealthier. 
. . « Once (Houston) hoped to rival 
| New Orleans’ population. Now it has 
| passed that, it is looking ahead at such 
cities as Cleveland and Los Angeles.” 


—Life. ‘Fastest-growing city in the 
nation, certainly the most daringly 
progressive.” —St. Louis Globe-Demo- 


and locally written features than any 
other Houston paper. In the aggregate 
—society, fashions and special features 


Robert M. Carter, in the sales | 
has been | 
appointed manager of the adver- | 


pany, Dallas, subsidiary of Socony | 


| 
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Julian Brodie, partner in Green-Brodie Ad Agency, is in charge 
of a 15-week course on general advertising at the New School for 
Social Research, New York. The course will feature guest appear- 
ances of leaders in the various advertising fields. . . 

William R. Stewart, Chicago publishers’ representative, is cele- 
brating his twentieth anniversary in the business by distributing 
handsome ash trays to his friends and customers. . . Across the 
border, P. D. Ross, publisher of the Journal, Ottawa, Ont., cele- 
brated his 89th birthday and 60 years of active association with 
the paper... 

A new trade association, Insulating Siding Association, organized 
recently in Chicago, has as its president M. C. Fairfield, sales mgr. 
of the Insulite division of Minnesota & Ontario Paper Co. of Min- 
neapolis. .. An agency tie-up of Jan. 11 was the marriage, in Old 
St. David’s Church, Philadelphia, of Marguerite Hunter, of McKee 
& Albright, and Ralsten Lewis, of Lewis & Gilman. Paul L. Lewis, 
pres. of L&G, served his son as best man, and ushers included 
Arthur DeWar of Curtis Publishing and Walter Roselle of Moloney, 
Regan & Schmitt... 

Charles Coleman, copy staff member of the Los Angeles office 
of Buchanan & Co., was tagged as father for the third time Dec. 27 
with a third daughter, Carol. . . Marie M. Schmidt has retired 
from Ward Wheelock 
Co., Philadelphia, 
after 40 years’ serv- 
ice with the agency. 
A media dept. vet- 
eran, she joined the 
company, then Pow- 
ers & Armstrong, in 
March, 1906... 

A testimonial din- 
ner was given by as- 
sociates of Russell C. 
Johns, gen’! mgr. of 
Southern Flight, Dal- 
las, Jan. 3 to cele- 
brate his 20th anni- 
versary in aviation 
and publishing. 
George E. Haddaway, 
publisher-of the 
Magazine, announced 
at the dinner Mr. 
Johns’ election to the board and his appointment as exec. vice- 
president of Air Review Publishing Corporation. . . 

Officers headed by Pat Taggart of the Waco News-Tribune as 
pres. were elected by the Texas Newspaper Advertising Managers 
Association at its semi-annual meeting Jan. 6. Gilbert Vetters, 
Corpus Christi Caller-Times, is Ist v.p., and A. C. Jennings of the 
Austin American and Statesman is 2nd v.p. Ira DeJernett, head of 
the DeJernett Agency, Dallas, discussed improved agency-media 
relations at the meeting. . . 

Twenty-two staff members of the Research Institute of America 
flew to Mexico City Jan. 17 for a four-day conference. The 
group included Leo M. Cherne, Leon Henderson and 16 of the 
institute’s field representatives. . . Leslie M. Larson, mgr. of the 
catalog division of Hitchcock Publishing Co., Chicago, left Jan. 4 
via TWA for Rome, the Middle East and Africa to supervise dis- 
tribution of the company’s export sales catalogs and study export 
possibilities for U. S. industry. . . 

Another flyer is B. G. Davis, pres. of Ziff-Davis Publishing Co., 
who is off on a 17,000-mile trip to the South Pacific to study ac- 
tivities of the U. S. Navy’s air transport service, about which his 
company is publishing a book called “Operation Lifeline.” 

Plans for the Oregon Press Conference, scheduled for Feb. 21-22 
at the University of Oregon, Eugene, are being put in shape by 
P. L. Jackson, publisher of the Oregon Journal, Portland, pres. 
of the conference... E. M. Meneough of the Meneough Ad Agency 
has been given the gen’l chairmanship of the 1947 gridiron com- 
mittee of the Des Moines Adclub. . . 

Fashion expert Janet Ross, who conducts the KDKA Shopping 
Circle, is featured with pictures in the January issue of Radio 
Mirror. 


DETROIT CALLING—Morry Storm, manager of 
the Rochester office of W. B. Doner & Co., and 
pilot of the ad agency's plane, gets a call from 
the boss in Detroit to get aboard for a conference 
at the home office. The plane, a B.T.13 Vultee, is 
used for fast commuting between the agency's 
Detroit, Chicago and Rochester offices and for 
client calls. 


stale ee ’ : : : She’s a past pres. of the Women’s Advertising Club of 
ee crat. “The traveler’s conclusions on —The Chronicle publishes more of Pitteburek. and . ot saa ee Piao Pitteburan Fashion 
{ee the state of the natior: Houston, interest to women than any other Group. . . 
ay Texas will become the fourth city Houston newspaper. And thought- Going lyrical over an hydraulic ram, a Stillson wrench or a Watts 
| : A jie . a ; ; . steam governor doesn’t seem too easy an assignment, but A. M. 
Wane in size and powcr by 1950.” — The inspiring, persuasive editorials have Sullivan, assoc. ed. of Dun’s Review, has put these and many more 
saps Saturday Evening Post. Houston, the helped develop Chronicle reader re- subjects aed a mighty interesting book of poems called “Stars and 
“Raine, . is - : ° : ‘ . . ’ Atoms,” published by E. P. Dutton & Co... 
‘il : world : biggest oil pore and oil head- sponse to a new high ae the South . Now we learn that Mutual’s news director, Milton Burgh, ha: 
iis: quarters, is making the nation’s head- largest market. No wonder The raided his old shop—NBC (where he was formerly news editor) 
iti lines day after day. When you sell Chronicle has been Houston’s leading but everyone approved. He and Anna B. Lindsey, NBC new 
esas sell h .§ h’s aoemiaiili mwesaaer t $4 ve : he writer (formerly of Reidsville, N. C.), were married Jan. 5... Reg- 
Houston, you sell the south s greatest newspaper for 4 years ... your best inald T. Townsend, Lennen & Mitchell v.p., is now a director 0 
market. entree to the rich Houston market. the Dexter Fellows Tent of the Circus Saints and Sinners Ass’! 
taking the place of the late Jimmy Walker. The group was foundé 
20 years ago by F. Darius Benham to care for sick and indige! 
members of the circus profession, and holds a monthly luncheo 
T m od - at Manhattan’s Waldorf-Astoria at which some distinguished citiz« 
e vw us ] | is made the “Fall Guy” and admitted to membership. Gen. Eise: 
e a The Houston Market is sold hower was last month’s “Fall Guy” and Sec’y of the Interior Kr 
Ch ro nm 4 € i e <> o> when your story is told will become this month’s on Jan. 28... . 
ra 4 “7 y y Arnold Cohan, who heads an ad agency under his own name 
wees ay ...in The Chronicle New York, and doubles as a member of the marketing dep’t facul' 
AEG ig rytT ' . EE Oe Rivcneune: i ation 
R. W. MecCARTHY \ KS -.§ Fo, B hd NYU . Sc meel of < aang oF, AC counts and Finance, is nation 
Notional Advertising Monege: \ YS, G4 SHB pres. of Phi Alpha fraternity for 1947... . ute 
THE BRANHAM COMPANY WS Jet @ So new it hasn’t yet been given a name is an organization 
; Netionel Repr ives N Ly” Zo, western Pennsylvania representatives of consumer and gen’l mag 
a  &, zines organized to “foster and develop good feeling’ between na 
magazines, advertisers and agencies in that area. Pres. is George ! 
Millington, Better Homes & Gardens: v.p., Thomas M. Peirs« 


Woman’s Home Companion, and sec’y-treas., John P. Taylor, Bu 
ness Week... 
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media Concentration of ‘Readers’ Preference” gives The Journal the 


nerica largest paid circulation in its history. 


of the 


Sg What's the Reason? 


e dis- 
export 


Simply this . . . when ONE publication gives its readers 


1g Co., 
on ALL the news of their industry, they tend to concentrate 


A series designed to 
help oil men get 
more from their 
valuable reading time 
- - « and advertisers 
a greater return from 
their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


_ 21-22 their reading in that publication. CONCENTRATION 


ape by 
, pres. 


Agency | pays them well in valuable reading time saved. 


n com- 


— This CONCENTRATION leads advertisers to CONCEN- 


pahies TRATE their advertising in The Journal, and this means 


pig added benefit to the reader because advertising too, is 


ly more 
ars and NEWS ! 


gh, has 
_ EXPERIENCE PROVES... IT PAYS TO CONCENTRATE. 


_ Reg: 
ector 0 The Journal carried almost twice as 
Bt many advertising pages last year as 
indige! any other oil publication. 
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34 
|efficient distribution as the only 
| means. 


Food Price Drop 

. | Frozen foods and their handling 
Termed Unlikely | were widely discussed. Some re- 
at Grocers’ Meet itailers believe that ‘“off-brands” 


which made their appearance dur- 
Cuicaco—Despite hopeful pre- 


ing the war will be dropped in 
dictions to the contrary, prices of 


favor of quality items. It is esti- 
retail foods cannot be expected to mated that of more an 55,000 
drop appreciably, principally be- food retailers in the U. S. carrying 
cause of rising costs of labor, frozen foods, each has an average 
transportation and general mer- 


|capacity of about nine cubic feet, 
chandising. Such was the opinion 


about one-third of which is now 
expressed at the 13th annual con- | occupied by slow-moving frozen 
vention of the National Retailer- 


Advertising Age, January 20, 1947 


food items or unpopular “war- | Proctor Promotes Kenna 
baby” brands. It is probable, one| T. J. Kenna, formerly Chicago 
spokesman said, that grocers will| district manager, has been ap- 
limit the number of frozen food|pointed central regional sales 
lines and will aim at top quality manager of Proctor Electric Com- 
rather than “bargain” lines. pany, Philadelphia. 

While advertising was not dis-| 4 2a 
cussed officially, it appeared cer- Schmidt Resigns 
tain that during 1947 there will| Julius P. Schmidt, sales man- 
be increased promotion by both | ager of George Ziegler Company, | : 
retail members and warehouses | Milwaukee candy manufacturer, Joseph J. Weed, president of 
they own. NROG is composed of who has been with the company Weed & Co., New York radio rep- 

| for 41 years, has resigned to enter | resentative, has appointed John 


about 100 warehouses owned by | the merchandise brokerage busi-| A. Finneran, Inc., as advertising 
members of the organization. | ness. | counsel. 


Daily Ups Day, Schack 


Gene Day and Arthur Schack 
Jr., both display advertising sales- 
men, have been appointed local 
advertising manager and classified 
|advertising manager, respectively, 
/of the News, Norfolk, Neb. 


Weed Names Finneran 


Owned Grocers, Inc., attended by 
about 500 delegates from among 
the group’s 23,000 members. 
Higher cost of labor was termed 
one of the group’s major prob- 
lems, although shortages in some 
major food fields are equally ham- 
pering. Many are formulating 
plans for building expansion, but 
it is unlikely that among the 100 
wholesale grocery houses owned 
by NROG members, more than 20 
will be extended during the next 
two years. NROG, in combating 
higher prices, is aiming at more 


BASIC CBS 


RESPONSE-RATED 
4 KSO PRODUCED SHOWS 


PLUS ALL-AROUND 
SMART PROGRAMMING 
AND PRODUCTION 
age KEEP RADIO DIALS 

™ IN DES MOINES & 
CENTRAL IOWA 
TUNED TO KSO 


Let the nearest Headley- 
Reed Representative give 
you the fact-full KSO story. 
Or write George Higgins, 
General Manager. 
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d M here Jan. 10-11. or 10 times “if they are good | treasurer, Clarence E. Hess, Cour- linage 50.3%, while total linage 
A anagers | The sessions were attended by enough for a one-time run.” He /ier, Tamaqua, Pa. Lindsey E. moved up 37.1%. Among weeklies, 
ack =]= advertising managers of newspa- | saw a trend away from one-time Bierer, Herald-Standard, Union- W. H. Watt, advertising manager, 
wok Warned Dailies pers in Pennsylvania, New Jersey, | feature pages in favor of running town, Pa., was named director for News, Upper Darby, Pa., scored 
ca f ’ = Maryland and Delaware. At a/them once a month or at least a three-year term, and Roy the top total linage increase, 45%. 
nq Must Sell Again round-table session during the several times a year. Brower, News - Herald, Franklin, The association will conduct its 
HARRISBURG, Pa.— The sellers’ two-day meeting, the ad managers| Don McKay, advertising man-|Pa., was named to a two-year next meeting in Atiantic City, May 
market in the advertising field is | decided to reject the label “spe- ,ager, Times, Chester, Pa., was | term. 16-17. 
nearing its end and newspaper cial” in connection with promo-|elected president of the associa-| Two awards for linage increases —_—_—_—- 
' advertising staffs “will soon have tions and use instead the term | tion, succeeding George R. Stewart, |during the year went to the At- ABC Adds Eight 
, of to start ‘selling’ advertising again,” “feature edition.” |Observer, Washington, Pa. Other lantic City Press Union, and were Th > , 
r ee wee ; oe ae Se | ie ie vA ; e Audit Bureau of Circula- 
rep George Neustadt, merchandising Such features, according to | officers elected were: Vice-presi-| accepted by Robert E. Peifer, ad- tions has added the following to 
ee analyst, warned the Interstate Ad- George A. Lessig, of the Mercury,|dent, John Shearer, Telegraph, vertising manager. During 1946 | jt. membership: Newspapers— 


vertising Managers’ Association | Pottstown, Pa., may be used eight| Harrisburg, Pa., and secretary-|his ad department boosted local | Daily Independent, Kannapolis, 


N. C.; Northern Wyoming Daily 
News, Worland, Wyo., and Daily 
Reporter, Casey, Ill. Magazines— 
Radio Monde, Montreal, and Polly 
Pigtails, New York. Business 
papers—Practical Home Econom- 
7 F " ae}. TREES ; * oa a. i ies me ba ics, New York, and Transport 
pas f Ie TS Topics, Washington. Farm pub- 
lication—Kentucky Farmers Home 
Journal, Louisville. 


Chernow Boosts Pendrell 


Nan Pendrell, copy chief for 
the Chernow Company, New York, 
since August, 1944, has been pro- 
moted to executive vice-president, 
in charge of planning and mer- 
chandising. 


Nation’s Business 
tas MORE 


than any other 
husiness magazine! 


Ty ; ; : , , 
In radio, the studio audience is ‘warmed up’... put in a receptive mood .. . before the 


show goes on the air. Mental attitude is all-important. In evaluating circulation statistics, MORE presi deate 
’ 


we make it a special point to keep this ‘receptiveness factor’ constantly in mind. When generalmanagers, board 


making up our schedules we make minds our objective. We seek media providing ways to chairmen— 


reach minds that by nature are ‘warmed up’— receptive to our advertising.” 


—G. GORDON HERTSLET : 
OAKLEIGH R. FRENCH & ASSOCIATES MORE executive 


™ * * subscribers in every busi- 
ness classification— 
You've made one point perfectly, Mr. Hertslet. The “P.M. MIND.” | 


requires no pre-heating. It's always in hot pursuit of useful new facts 
and ideas ... always receptive to advertisers’ messages. Continuing 


readership studies show that more than 312 MILLION of these alert, 


responsive, ad-reading “P.M. MINDS” digest the contents of Popular 


Mechanics every month. And they're in the market for any man-bought 


product you can name. 
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‘Unrivaled Decade Ahead, 
Ford Sales Chief Insists 


But Product—Not 
Money—Wealth Is 
Needed, Davis Says 


BY J. R. DAVIS 
Vice-President and Director of 
Sales and Advertising, Ford 

Motor Company 


I have been asked to talk to you 
today about “The New American 
Market.” 

Statistics paint a portrait of our 
times which cannot be gained in 
any other way. Let’s begin with a 
fact regarding new car registra- 
| tions in this country. In 1934, 
175% of new car registrations were 
lin the low-priced field. Since 1934 
‘the percentage has been steadily 
declining until today only a little 
|}more than one-half new car regis- 


| trations are in the low-priced field. | 
We see in these percentages a 
trend, even in the prewar years, 
toward bigger and more luxurious 
transportation at a time when the 
so-called low-priced cars were 
ithemselves getting bigger and 
more luxurious year by year. 
Then came the war years. Dur- 
ing this period, production and 
hence the income of the American 
people, increased tremendously. In 
1940 the working force of this 
country was approximately 55,- 
000,000 with nearly 9,000,000 un- 
employed. Early in 1945, on the 
other hand, the working force had 
grown to 65,000,000, and only 1,- 
000,000 were unemployed. Con- 
sidering only civilians and elimi- 
nating men and women in the 
armed services, we find that in 
September, 1946, we had 57,000,- 


the presses start rolling . 


THE VERITONE COMPANY 


Se Cts3 


Formerly 


mt ok 


photo offset printing in small and medium runs... 


.to be absolutely sure that every detail is correct before 
.. your VERITONE job is proofed on 
special equipment to show copy, color, register. 

If it’s painless offset production you want 


call WH Itehall 595 


GRAND AVENUE * 


the C. M. & H. Offset 


I, you have had headache: trying to buy good 


offset 


that gives you rich blacks, true colors, sparkling halftones... 
toss away the aspirins and try VERITONE offset. Here 

in a completely equipped modern plant your job is followed from 
negative to finished product by craftsmen who know how 


to take the guesswork out of production, But as a double check 


>, Tet B05 


CHICAGO 10, ILLINOIS 


Printing Co. 


| 


| 


| 


| thing. 


almost-complete text of the speech. 


|been beyond their reach. 
|numbers of them began to buy 


Advertising Age, 


} 
The past year may go down in| 


bogs as 365 days of confusion, | 

t 1947 “can be the first year of 
|a decade of unprecedented oppor- | 
tunity,’ Mr. Davis forecast in a 
talk before the New England Sales | 
|Management Conference in Bos- 
ton Jan. 10. 

His views on the postwar “New 
American Market,” the price 
structure and the need to substi- 
tute “product wealth” for “money 
wealth” are set forth in this 


They are particularly interesting 
in view of Ford’s announcement 
of a new line of lower priced cars. | 


000 civilians employed or over 
11,000,000 more than in 1940. 


Buy Quality Goods 


Throughout the wartime period 
wage rates were high; whole fami- 
lies were sometimes employed; 
overtime and incentive payments 
were the rule; and great numbers 
of people found themselves in a 
position to spend money for qual- 
ity products which had formerly 
Great 


these quality products. . . 

In all price fields quality is the 
Bargain - basement stocks | 
have been making the poorest | 
showing. Clothing manufacturers 
confirm the trend. It is the higher | 
priced, quality clothes which are | 
selling today. And here is an ob- 
servation by one clothing manu- 


'facturer which I suggest we all 


remember. He says: “Once people 
try, and get used to quality, they 
dislike to give it up. What was 
luxury becomes necessity.” 

Let’s take a quick look at the 
automotive picture. 

Before the war two out of three 


people purchased a used car rather | 
‘when we get all through making 


than a new one. For example, 
out of 27,000,000 motor vehicles on 


|more and more 


F A } 
January 20, 1947 


the American highways, 18,000,000 
of them were purchased by their 
owners as used cars. Recent ex- 


|tensive surveys now convince us 


that this ratio of used to new car 
purchasers will be substantially 
changed. Instead of only one out 
of every three buying new cars the 
ratio for several years at least 
may be more nearly one for one. 
This is just further evidence that 
when people have the means they 
prefer better merchandise. 


Brand Goods Flourish 


One more evidence of choosey 
buying habits on the part of the 
American people is the fact that 
products which 
have no established reputations 
behind them—no well-known and 
extensively advertised names— 
no proof of quality which resides 
in the prestige of the maker—are 
today finding it hard going. Dur- 
ing the war and later, when the 
consumer’s problem was not to 
choose among many things, but to 
find something in the market, new 
and unknown products sold read- 
ily. But today consumers are turn- 
ing so positively toward the estab- 
lished and widely advertised prod- 
ucts that much of the unknown 
manufacturer’s output is being 
forced into the export trade... 

It is a perfectly normal and 


| proper question to ask whether 


this tendency is temporary. How 
long will it last? We all remember 
the silk shirt era of World War I. 
We know also that the manufac- 
turer and the retailer in many 
fields, trying with difficulty to live 
under a wartime system of price 
controls, has frequently been 
driven out of the low-priced fields 
and forced by hard economic cir- 
cumstances to manufacture and 
sell high-priced specialties to keep 
his business in the black. But 


every necessary allowance, I think 


Then plan to sell SAN DIEGO 
The West’s fastest growing market 


The SAN DieGo UNION 


and TRIBUNE-SUN 


will give to even a modest advertis- 


San Diego 


Metropolitan 
Population 
473,900 


County 
Population 
552,804 


ing sppenpeiotion ees 
the impact of 
concentrated $ $ $! 


* Ideal area for a Southern California 
test... a great beginning for your 
Southern California sales expansion! 


| Consult our Representatives 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., I: 


New York « Chicago + Denver « Seattle « 


Portiand + San Francisco *> Los Ange ‘ 


UNION and TRIBUNE- SU 


Union Tribune Publishing Co., San Diego 12, Califoril 
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heir that we should come back to that; Don’t let me give you the im-|not only take utility for granted, |greater opportunity for those of|cate that people don’t want to 
ex- statement of the clothing manu-| pression that the American people | but they take an increasing num-|us who intend to be first in every sacrifice the car features they have 
> us facturer who said that once people | are not interested in economy andj ber of yesterday’s luxuries for |advance. |} been accustomed to, for example, 
car try, and get used to quality, they low prices. They are. They have | granted. | We at the Ford Motor Company riding quality and general com- 
ially hate to give it up. What was lux- | been. They probably always will are continually exploring the pos- 
; out ury for them becomes a must. be. But, the American people ; sibility of manufacturing a new, 
s the If this is true, it is a profound | want better quality at low prices.; The problem this change creates |low-priced car which would, | 
least fact for every 1947 merchandiser. | They have acquired a habit of bet-|for manufacturers and merchan-|necessarily, be simpler, smaller, | 
one. Since it has been the history of|ter things. It is not a habit they |disers is a big one. We are being | with fewer luxurious fittings. Dur- | FOR QUANTITY BUYERS 
that . the automobile business, and many |want to break. Given increased |asked by our fellow citizens to- ing the past two years we have| THE ARTKRAFT*SIGN CO. 
they other major American industries, | buying power during the war and |day to give them better products |been investigating public attitude | ars Division of 

to work continually toward better|since its close, they educated |and lower prices. They want both.|and reactions. When we suggest | Ks ood Mihby St. Lime, ore 
products—more for the money—I | themselves to prefer higher qual-|It is a great challenge to the in-|a small car for the sake of econ- | 
believe that it is true. ity goods and services. Today they genuity of all of us but a still omy, we get answers which indi- | 


‘First in Every Advance’ 
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SERVICE... a 
: Their Long Suit, Since 1884 _—_ 


Paul and Wallace Bender in- 
stall a part on a tractor. N. G. 
i; | “Gus” Bender, head of the firm 
{ = of Jacob Bender and Son. 


Rd 


tis- 


= 

rnia 
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on! 


CO., | 


Los Ange 


4 There used to be 100 
| buggies displayed on the 

salesroom floor of Jacob 

Bender. This was in 1884 
in the town of Sutton, Nebraska. The firm of 
Jacob Bender and Son has been in the same 
location ever since. Now, tractors, farm imple- 
ments, and accessories have replaced the 
buggies. The same family, now in the third 
generation, is still carrying out the principle of 
business laid down by the founder—Service to 
Your Customers. In the words of N. G. “Gus” 
Bender, who is present head of the firm, “We 
figure the reason we are still here is our interest 
in our customers. They'll stay with you if you 
stay with them. Sure, some years have been 
hard. We’ve been hailed out, dried out, burned 
out, and grasshoppered out in 63 years, but this 


country always comes back better than ever, and 
so do your customers if you treat them right.” 

“Gus” Bender’s sons, Paul, Wallace, and 
Frederick, contributed eleven years to the serv- 
ice of their country. Now they’re back, and 
“Gus” has a little time to reflect on the gays 
when brother Johnny Bender was Nebraska’s 
greatest football hero. 

The Bender plant is in “apple pie” order. All 
the hundreds of thousands of spare parts are 
neatly catalogued and labeled. At Bender’s, 
your order is quickly filled by an application of 
the assembly line technique. The repair shop 
will accommodate anything from a washing 
machine to a corn picker. The watchword is 
SERVICE. 

In discussing the Nebraska Farmer, Mr. 
Bender, says, “You’ve been serving the farmers 


as long as we have. Anybody with farm goods 
to sell is missing a bet by not advertising in the 
Nebraska Farmer. It’s like a book of rules to go 
by. Farmers in this community have learned 
that one of the best ways to keep abreast of the 
times in Agriculture is to read the Nebraska 
Farmer. 

“Of the 273 subscribers to the Nebraska 
Farmer in this area, nearly every one is a regu- 
lar customer of ours. That’s why we read it, 
too.” 


xk * 


The Nebraska Farmer is read in 7 
out of 8 Nebraska farm homes twice 
each month. 


These Products, Sold By Jacob Bender and Son, Are Advertised in the Nebraska Farmer 


A, C. Spark Plug Company 


Aermotor Company 


American Road Equipment Co. 
American Steel & Wire Company 


_— Anderson (Ben H.) Mfg. Company Deere & Ccmpany 
ae Anderson (Carl A.) Inc, DeLaval Separator Company 
ky ka \ Automatic Equipment Mfg. Co. Dempster Mill Mfg. Company 
Nebras Baker Manufacturing Company Disston (Henry & Sons) Inc. 
5 Behlen Manufacturing Company Fairbanks-Morse & Company 
Fa ” er | Blizzard Manufacturing Company Fleischer & Schmid Corporation 
| Briggs & Stratton Flex-O-Glass Mfg. Company 


Butler Manufacturing Company 


Calumet Steel Division 
Central Manufacturing Company 
Chase Plow Company 
Crane (The) Company 


Gehl Bros. Manufacturing Co, 


Goodyear Tire & Rubber Company New Idea, Inc. 
Harvey Manufacturing Company 
Hudson (H. D.) Mfg. Company 
Innes Company 

Keystone Steel & Wire Company 
Letz Manufacturing Company 
Lincoln Tent & Awning Company Super Six Sales Company 
Link Manufacturing Company 
Little Giant Products Company 
Louden (The) Machinery Company Western Land Roller Company 
McDonald (A. Y.) Company 


Ottawa Manufacturing Company 
Papec Machine Company 

Red Jacket Manufacturing Co. 
Smalley Manufacturing Company 


Timken Roller Bearing Company 
U. S Rubber Company 


Wyatt Manufacturing Company 


Siebring Manufacturing Company 
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So, I think the American people 
want, expect, and will get a kind 
of product in this postwar world 
of ours which is substantially su- 
perior to the products we con- 
sidered customary and normal be- 
fore the war. 


increasingly a higher quality mar- 
a 


Rising Prices Are Danger 


This great potential market 
should be good news to everyone. 
It should mean steady jobs at good 
pay for many years to come. There 
is, unfortunately, a big toad in the 
water bucket. 


The “New American | 
Market” is a different market and 


|\kinds cut down output and 
seriously endanger the survival of 
great companies geared to exist 
nly at high output. When sup- 
pliers are prevented from keeping 
the flow of raw materials constant 
the same thing happens. An en- 
terprise like the Ford Motor Com- 
pany, for example, is in reality a 
huge market place for thousands 
of small producers. We buy hun- 
‘dreds of millions of dollars of 
‘parts and materials from other 
‘American companies, many of 
| them quite small. 


Our whole effort at the Ford 


|Motor Company has traditionally | 
in the direction of better | 
The big potential) products, lower costs and lower) 


been 


individual, and almost always we 
are thinking of the factory worker. 
I suggest that all of us in the field 
of selling accept the same chal- 
lenge. 

I fully appreciate that the 


increased productivity of the fac- | 


tory worker is due in large meas- 
ure to the development of ma- 
chines and operating techniques 
which greatly increase his ca- 
pacity. Mass production achieves 
tremendous output at low cost in 
part by giving men costly, special- 
purpose machines which can do 
'better and more quickly what a 
man can do with great effort and 
more slowly. 


You may say, then: “How can 


market may be very sharply re-| prices. Our constant aim today is|we achieve greater productivity 
duced if we don’t keep prices from to get prices down. Our engineer-|in the distribution field? How can 
going up. No matter how anxious | ing, manufacturing, and purchas-|we use machines in that area?” 


people may be to have better|ing departments are continually | 


The fact of the matter is that 


things, all of us buy at a price.| working with the hundreds of our | the greatest machine in the world 


As prices rise, we buy more and 
more reluctantly. Resistance in- 
creases. 
when we refuse to buy... 


|suppliers to reduce their cost so 
'that we can reduce ours. Our pur- 


stituted a plan of decentralized 


| is man himself. For an all-pur- 


| pose machine, man is hard to beat, 


Finally, a time arrives|chasing department recently in-| and the unique characteristic of 


|man as a machine is the fact that 


I think we must always remem-! buying for our thirteen assembly | his capabilities can be greatly in- 
ber that we live in a mass pro-|branches throughout the United|creased. Man can be trained to 


duction economy. What we enjoy States. The purpose was to elimi-|do far more than he now does— | 


in the way of the good things of|nate long freight hauls, expedite | far more than he himself knows. 


the earth we owe to our unrivaled delivery, to save time, reduce costs 


“It is in that field, it seems to 


capacity for quantity production. | and at the same time to place the | me, that we have tremendous op- 
Industrial enterprises have been business in the locality of our) portunities. We have not begun 


built on a program of tremendous 
output. Only when they 
achieve this huge production can 
they break even or make a profit. 


can | 


| operations. . . 


| Same for Sales Staffs 


to achieve the efficiencies (which 
| mean low costs and maximum 
profits) of which we are all capable 
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training—better human relations 
—what Henry Ford II has in mind 
when he talks about “human en- 
gineering.” 

The potentialities of such train- 
ing can be seen by any sales man- 


ager. There are great differences 
in productivity and _ earnings 
among salesmen, for. example. 


| Some part of the difference is due 
|to native instincts. But the great- 


est differences are usually due to | 


| differences in experience and 
|training. One man_ knows his 
business and the next man doesn’t. 
|/One man does all the right things 
and the other man doesn’t... 


More Marketing Knowledge 


The new automobile salesman 
must have a great deal more 
understanding of markets and 
marketing than he had before the 
war. He must be something of 
an economist. The consumer to- 
day—with a long memory for yes- 
terday’s prices and a short mem- 
ory for today’s income—must be 
reminded, for example, that the 
|1946 dollar may be worth only 75 
cents as compared with the 1941 
dollar, but for every dollar of 1941 
income the consumer today has 
$1.55 of income to spend. The 
/average American has seen prices 


| go from $1 to $1.33 and he remem- 


|bers that—but income has gone| 


‘from $1 to $1.55. He doesn’t re- 


| We frequently speak of the need as individuals. The road of great call that so easily. 
Strikes and work stoppages of all for increased productivity for the | promise is the road of education— | 


%& ATTENTION SPACE BUYERS 


VERY day new legions are dis- 
covering Miami's unsurpassed 


year-round June climate. 


Visitors 


who come here to play in our win- 
ter sunshine, stay to earn a profit- 


able living as solid permanent resi- 


dents. 


Here’s a new population. settling 


in a new country. eager to furnish 


new homes. 


i 


One SURE way to sell this audi- 


ence is through the columns of The 
Herald, Florida’s dominant 
newspaper, first in circulation, first 


Miami 


in advertising. 


Oo 


GREATER MIAMI — "An International Market!" 


Ghe Miami 


STORY, BROOKS & FINLEY 
National Representatives 


) 


‘y 
Herald 


Our aim in the field of distri- 
bution is the same at Ford as our 
aim in manufacturing and engi- 
neering. We want to make it easier 
for the human machine to do the 
best possible job. We want to 
conserve human energy. We want 
|to cut down waste time, waste 
/motions, lost selling time so that 
the dealer has maximum oppor- 
tunity to concentrate on success- 
ful management of his business. 

We have new instruments to use 
in achieving lower distribution 
costs. One of them certainly is 
the improved techniques of con- 
sumer preference analysis. Deter- 
mining public attitudes toward 
products and ideas is much more 
/nearly a science today than it was 
before the war. It is easier to 
estimate public reactions for sales 
and design purposes. A major re- 
sponsibility of automotive research 
is consumer studies to determine 
what people want in their cars. 
Without such research, the sales 
manager is “flying blind.” In the 
new postwar American market, 
trends must be followed closely. 


We can’t wait for sales records to 
indicate public preference. . 

I think the American people to- 
day are looking toward the future 
with a bright and fresh eye. In 
advertising especially, old-fash- 
ioned, stuffy thinking is going to 
be entirely out of key. What we 
need today, in step with modern 
selling, is a new spirit in adver- 
tising—a quick understanding of 
public moods and thinking and a 
quick capacity for capitalizing 
them. There is need for more of 
the unusual—even for the spec- 
tacular—for greater imagination. 
Advertising has become stodgy. It 
is too often found in comfortable, 
well-upholstered ruts. Perhaps it 
has become over-professional. It 
needs to appeal to and capture the 
spirit of youth and _ optimism, 
which is the America of today. 

I think, too, there is a great 
waste in advertising and as part 
of the over-all need for more 
effective distribution to these 
great new postwar markets, we 
will also need greater efficiency 
in our advertising. 

We will need this greater effi- 
ciency not only to help bring our 
distribution cost down, but also 
because we are confronted today 
with a more difficult problem in 
spreading our <zdvertising dollar 
than ever before. 


Ford Makes Media Study 


Today, we have many new 
channels of advertising . . we 
have many new magazines which 
we did not have before, new 
newspaper supplements, new forms 
of spectacular outdoor advertising, 
additional use of advertising in our 
comic papers, and we have tele- 
vision ahead of us. 

In addition to these new media, 
almost all the old familiar media 
have expanded their circulations 
and increased costs . .. so adver- 
tising men of tomorrow must be 
more efficient, more selective and 
more judicious than was the case 
in prewar days. We feel so strongly 


jabout this at Ford that we have 


just finished what we believe is 
the largest and most complete ad- 
vertising media survey ever made 
in the automobile business. We 
thought it was only good business 
to spend as much as $50,000 to 
determine how best to spend $10,- 
000,000... 

Now let me summarize briefly 
what I have tried to say to you 
today: 

1. {t is quite a different mar- 


effective from 
January 2, 1947 


“A Marshall Field Publication’’ 
PUBLISHED BY NEWSPAPER PM, INC. 


164 Duane Street, New York 13, N. Y. 
announces the appointment of 


LORENZEN & THOMPSON, inc. 


New York Chicago Detroit 
Atlanta St. Louis Kansas City 
Cincinnati Los Angeles San Francisco 


as its exclusive 


National Advertising Representative 


*Circulation: 


Sunday 


John P. Lewis 
Editor 


Louis ‘’Tex’’ 
Advertising Manager 


Daily (Mon. thru Fri.) 164,686 


201,096 


*Government Statement 12 months ending Sept. 30, 1946 


Lowell L. Leake 


Business Manager 


Frenkel 
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ket than the one we knew before | individual productivity, and prog- 
World War II—a market so dif-|ress toward more 
ferent that we may properly speak | lower-cost distribution can also be 
of it as the “New American Mar- achieved by a more intelligent and 
ket.” effective use of ourselves as sales- 

2. It is a market in which the |men—by education—by training— 
American people have acquired a|by better planning of our work, 
taste for and are now demanding |and by a more accurate knowledge 
higher quality goods and services. |of consumer needs. 

3. It is a market where people! 5. It is a market where the 
can afford to pay for quality mer-|seller must be more conscious of 
chandise providing prices are held|the buyer’s need—more sensitive 
down. 'to changing buyer trends. 

4. We in the field of uistribu-| 6. It is a market requiring 
tion cannot say to the factory 


| greater 
economical, 


|brother, I have what you want.’ a 


advertising skill—better 
judgment in media selection. 
Finally—We are again entering 
the good, wholesome competitive Yet some people are worried by 
atmosphere of a buyer’s market|such a prospect. They are afraid 
where the consumer is boss, where|it may mean a boom followed by 
laziness, inefficiency and slip-shod|a bust. I see no reason for such 
ways will no longer be good |fears. I believe we are already 
enough—today’s phrase of “That’s|moving from a seller’s market, 
it, brother, take it or leave it” |which had some appearances of a 
will change to, in fact is already | boom, to a buyer’s market, which 
changing to, “Hold everything,| will, in my opinion, be far from 
'a bust. As a matter of fact, I con- 
If 1946 was a year of confusion,|tend that the kind of a buyer’s 


I believe 1947 can be the first 
year of a decade of unprecedented 
opportunity. 


| wealth. 


ak 


39 


|market we now face is a healthy 
|market—a market where the em- 
|phasis will be on the consumer. 
Those are the conditions which 
made America great, and which 
will make it greater. I see no rea- 
son why the next decade should 
not be that kind of a decade— 
healthy, prosperous and a progres- 
sive period for all of us. But, we’ve 
got to avoid the present wild and 
fantastic scramble for money 
We've got to substitute 
product wealth. 


worker “Increase Productivity” 
without accepting the same chal- | 
lenge for ourselves. Management | 
must and will make still further | 
progress in the technology of pro- | 
duction. Labor should and must 
do its part by stepping up their 
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Naturally a fellow 
can’t spend all his 
time sopping up Greek 
and Sanskrit. So 

Otis Q. Bookworm 

spends some time out 
of his well-ordered | 
life listening to 

WTCN. Naturally 

nothing as frivolous 

and frothy as "Music 

and Marv" on platters 
would interest Otis, 

but he finds Der 
Bingle’s "jargon aca-= | 
demically interest-— 

ing, and his voice 
pleasantly relaxing." 
itis listened to the 
political candidates, 


Loo. 

Besides all us normal 
people, lots of odd 
ucks like 


the DOUBLE-DUTY 


STATION 


NOW—WTCN-FM! | 


\BC ... plus High-listener locals! 


\ FREE and PETERS 


National Representatives 


l 


ee eee 


~ FAMILY 
| APFAIR 


Wands 


the Magazine of the SOUT 


ee a ee ae Se 


From gardening to the latest fashions... from 


social studies... from beauty hints to peach preserves—with 
every issue, Holland’s becomes more firmly entrenched in its 

sition as family magazine. It has kept its 
editorial sights on that goal for more than half a century 
with the result that its “reader range” runs the gamut from 
pre-school youngsters to their grandparents. By using 
Holland's, you can multiply the scope of your advertising mes- 
sage in over half a million top-bracket Southern homes—because 
reader-interest in Holland's is definitely a family affair. To 
reach and sell this prosperous, fast-growing Southern market 
use the South’s greatest family medium—Holland’s, The Maga. 


position as the South’s finest 


zine of The South. 


fairy stories to 


DALLAS, 


TEXAS 
Branch Offices: 52 Vanderbilt Avenue, New York. 75 East 
Wacker Drive, Chicago. 1895 Monroe Drive, N.E., Atlanta 


West Coast Representatives: Simpson-Reilly, Ltd., Russ 
Building, San Francisco. Garfield Building, Los Angeles. 
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12000000 
19,000,000 


and more 


ee now...with 12,000,000 daily circulation and 15,000,000 Sunday circu- 
lation, A.N.A.N. reaches nearly 1 out of every 3 U.S. families on weekdays, 2 out of 
every 5 families on Sundays. And more newspapers coming. 


Today ...now... with one order and one bill, you can present your message to this 
huge national audience with all the flexibility, penetration and matchless local impact 
of the local newspaper. And more newspapers coming. 


But the largest daily audience ever assembled in one package is only one of the ad- 
vantages which this Network offers you. Here are some others: 


INTENSIVE COVERAGE of the 318 “high-profit”’ 
counties, where 72% of the nation’s retail sales 
are concentrated, 

DISCOUNTS FOR VOLUME AND FREQUENCY 
. .. making an economical medium still more 
economical. 

THE LOCAL SALES EFFECTIVENESS of the local 
newspaper harnessed, for the first time, into a 
national medium. 

ONE ORDER, ONE BILL . . . and a complete 
checking service, if you wish it. 


FLEXIBILITY in the selection of markets, on a 
national or sectional basis, enabling you to con- 
centrate your efforts on the areas that offer you 
the best opportunities. 


COUNTY-BY-COUNTY MARKET AND MEDIA 
DATA. Compiled to meet individual needs from 
machine tabulation cards within 48 hours 

and without charge to prospective advertisers. 


ORIGINAL RESEARCH .. . basic, objective 
studies to help make your national advertising 
more productive. 


ANAN 


American Newspaper Advertising Network, Inc. 


NEW YORK 
220 East 42nd Street @ Tel. MU 7-7177 


CHICAGO 
6 North Michigan Avenue @ Tel. STAte 2944 
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NTA JOURNAL 

mIMORE SUN 

@'NGHAM NEWS AGE-HERALD 

mON GLOBE 

mON HERALD TRAVELER 

RLOTTE OBSERVER 

TANOOGA NEWS-FREE PRESS 
TIMES 

AG > TRIBUNE 

N} ATI TIMES-STAR 

MEUS DISPATCH 

AS NEWS 

oO! NEWS 

© NES REGISTER AND TRIBUNE 

O BEE 

FO?D COURANT 


daily 
sunday 


Ask our nearest office for full details. 


INDIANAPOLIS NEWS 
LOS ANGELES TIMES 
LOUISVILLE COURIER-JOURNAL 
AND TIMES 
MILWAUKEE JOURNAL 
MINNEAPOLIS STAR AND TRIBUNE 
NEW HAVEN REGISTER 
NEW ORLEANS TIMES-PICAYUNE 
STATES 
NEW YORK NEWS 
NEW YORK TIMES 
NORFOLK LEDGER-DISPATCH 
VIRGINIAN-PILOT 


OMAHA WORLD-HERALD 
PHILADELPHIA BULLETIN 
PHILADELPHIA INQUIRER 


Open for business... ready to serve you... NOW 


PHOENIX REPUBLIC AND GAZETTE 
PORTLAND OREGON JOURNAL 
PROVIDENCE JOURNAL-BULLETIN 
AND SUNDAY JOURNAL 
SACRAMENTO BEE 
SALT LAKE CITY TRIBUNE 
AND TELEGRAM 
SAN ANTONIO EXPRESS NEWS 
SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 
SPOKANE SPOKESMAN-REVIEW 
AND CHRONICLE 
ST. LOUIS POST-DISPATCH 
TOLEDO BLADE & SUNDAY TIMES 
WASHINGTON STAR 
WORCESTER TELEGRAM & GAZETTE 
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Holiday 


7 Cream of the top spenders now read Holiday—more 
than 500,000 a month! That's a gain of 100,000 plus 
oy, in only 4 months. What’s more, these families are 
a) (* already looking forward to, and planning, their year-round 


recreation and travel. They're in a Heliday mood! 
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434. advertisers—count ’em—in the first 10 issues 


alone! Holiday leads all general monthlies in many 


advertising classifications—from “where to go” to 


“what to take.” Happy advertisers report terrific ' 


results. No wonder they, too, are in a Holiday mood! 


a fa | 
Get in the Holiday mood-get in Holiday 


Independence Square, Philadelphia 5, Pa. 
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YOU OUGHT TO KNOW .. . BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . . OTHER FEATURES .. .- 


lhe Creative Uans Corner 


Generally we have little or no use for 
advertising that kids other advertising. 
Mostly this is on the ground that it rarely 
makes a sale. 

However, there are always exceptions. 
Also, there is Saks Fifth Avenue. 

And today’s example, from The New 


Yorker (Jan. 11) turns a gentle rib of 
current cosmetic copy into a thoroughly 
effective piece of advertising prose. 

The lesson to be learned, if any, lies 
probably in the very gentleness of the 
rib and the low pressure build-up to the 
key word—comforting. 


SARS FIFTH AVENUE ¢ Rjtircin 


‘We don’t wrap 
up a man 
with every tube 


Nor do we guarantee that your Bain de Soleil-protected face will launch 


a thousand Queen Elizabeths. Antoine Bain de Soleil is a nice smelling, amber cream 


that comes in a handy tube so it's easy to use. It helps keep you from getting 


sunburned in the south and windburned in the north, which is very comforting 


and all that you should expect even of such an excellent 


product “S BAIN DE SOLEIL by ANTOINE of PARIS 


You Ought fo Know e « ¢ William B. Lewis 


One day in 1936 William S. Paley, 
president (now board chairman) of the 
Columbia Broadcasting System, received 
a two-and-a-half-page letter from a Wil- 
liam B. Lewis applying for a job. The 
writer, who was sick 
of turning out adver- 
tising copy on chewing 
gum, had read an ar- 
ticle in Fortune about 
CBS and thought he’d 
like to work for this 
up - and -coming net- 
work. He had done 
nothing in radio of 
more consequence than 
to turn out several 15- 
minute radio _ scripts 
for Graham McNamee. 
Bt radio interested him and he thought, 
he told Paley, that he could do a job 
in it. 

so happened CBS had a job open. 

position, in fact, was that of director 
commercial programs. Some 350 ap- 
ations (in response to a blind ad) had 
n culled and finally reduced to six. 

Paley handed Mr. Lewis’ letter to 
CBS executive going over the ap- 
ations and the executive, who pre- 
ed it was another application for this 

summoned Mr. Lewis for an inter- 


W. B. Lewis 


x 


What makes you think you can 
lle this job?” asked the CBS official. 
Vhat job?” said the puzzled adman. 

1e network executive lifted his eye- 
vs, pulled out Mr. Lewis’ letter, saw 


it was a_ straight job application, 
shrugged, and told the ex-copywriter 
about the opening. Mr. Lewis went home 
for letters of recommendation, fired an- 
other buildup letter to Paley—and wound 
up next day with the job, at a salary “a 
little better than twice’ what he had 
ever earned before! 

“IT don’t know,” he told his wife that 
night, “whether it’ll last . . . but, boy, 
we’re gonna eat well for a while any- 
way!” 

It lasted. What’s more, Mr. Lewis went 
on to become, first, director of CBS pro- 
grams (both commercial and sustaining) 
and later vice-president in charge of pro- 
grams. During five years with Columbia 
he was instrumental in bringing about, 
among other things, much experimenta- 
tion in programming, including notably 
the “Columbia Workshop.” 

Today, at 43, William Bennett Lewis 
is one of the country’s top authorities on 
radio programming. As _ vice-president 
and radio director (and now also a di- 
rector) of Kenyon & Eckhardt for the 
past two years, he has racked up enviable 
accolades for K&E radio clients such as 
Borden and Kellogg. Borden’s “County 
Fair” not only has been a prize publicity 
getter, but has done a record selling job 
for Borden’s Instant coffee. Kellogg’s 
“Superman” has won wide recognition 
for its tolerance campaign, which Mr. 
Lewis conceived and directed. 

At the Newspaper Guild’s Page One 
3all this month in New York, Bill Lewis, 


in behalf of Kellogg and K&E, accepted 


a special “Page One Award” for the 
“Superman” program. 
Under Bill Lewis’ guidance, K&E’s 


radio billings have reached a new high. 
Network time billings for the agency in 
1946 reached approximately $4,500,000. 

In evidence of his reputation in the 
broadcast advertising field, Mr. Lewis 
was named chairman of the radio panel 
at the American Association of Advertis- 
ing Agencies’ meeting in New York last 
fall. 

Affable, straight-talking, spade-calling 
Bill Lewis is not only an adman from 
the word go, but the son of an adman 
as well. His step-father is Norman Lewis, 
president of the Ridgway Company, St. 
Louis agency. 

Born in Lakewood, Ohio, near Cleve- 
land, Bill lived in that vicinity until his 
mid-teens when his family moved to St. 
Louis. He went to the University of 
Missouri, but stayed only until his sopho- 
more year. He was on a train bound for 
New York before his family knew he had 
left. The year was 1924. 

In New York young Bill Lewis headed 
for J. Walter Thompson Company and 
got Stanley Resor, president, to put him 
on as a $25-a-week apprentice. From 
there, after a spell, he moved over to the 
Joseph Richards Company (now Alley & 
Richards) as a copywriter. 

In 1928 he went to Boston and stayed 
there five years, working as a copywriter 
first for the William B. Remington 
agency, later for Badger & Browning. 
Returning to New York in 1933, he was 
successively copywriter, copy chief and 
chief of all creative production for 
Badger & Browning & Hersey. 

In January 1935 Lewis married Sarah 
Johnson, who also was in the advertising 
business. Soon afterward both of them 
tossed over their jobs—she to become a 
housewife, he to “look over the field.” 
Bill wound up at CBS, and Mrs. Lewis 


wound up with three children. 

When the war came he took leave of 
Columbia and jumped into war work. In 
Washington he was successively chief of 
the radio division, Office of Facts and 
Figures; chief of the domestic radio bu- 
reau, Office of War Information, and as- 
sistant director of the domestic branch of 
OWlI—all of which won him a place in 
‘“Who’s Who in America.” 

Although he had resigned from CBS 
the year after he entered war work, 
Lewis returned to the network in 1944, 
at Paley’s request, as a consultant. In 
this capacity he made an eight-month 
study of the State of Radio in the U. S. 
His report (never published) provided 
an early basis for the open agitation be- 
gun last year by CBS for correction of 
radio’s commercial abuses. 

After the CBS assignment, Lewis 
joined in the organization of a projected 
“American Network” of FM stations. The 
undertaking, in which he served as ex- 
ecutive vice-president and general man- 
ager, was. short-lived, however. FM, 
stymied by the war, was not yet ready 
to go ahead fast. The American Network 
sold its name to the Blue Network (now 
American Broadcasting Company) and 
Bill Lewis joined K&E. 

Today, when he’s not up to his neck 
in one of the agency’s radio productions 
—lately he has been, getting the Detroit 
Symphony series for Henry Reichhold’s 
Musical Digest set for its debut on ABC 
Jan. 19—Bill likes best to work in the 
three-quarter-acre garden of his home in 
Riverdale, on the Hudson. Recently he 
planted 16 fruit trees. 

He and Mrs. Lewis travel as much as 
they can on vacations, and compile photo 
albums to commemorate their trips. 

Deep-sea fishing is Bill’s favorite sport. 
One of his cronies is the author, Philip 
Wylie. Bill’s exciting catch on a recent 
cruise is related by Wylie in an article 
he has done for a coming issue of The 
Saturday Evening Post. 


j he | ag - Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


SHELLCRAFT JEWELRY BECOMES BIG BUSINESS 


Eight years ago, Samuel 
L. Presner, while visiting 
in Florida, saw his first 
piece of shellcraft jewelry. 
It was a novelty pin made 
of sea shells. The idea 
sparked. Today the House 
of Gifts, Coral Gables, 
Fla., which Mr. Presner 
heads, is one of the largest 
suppliers of sea shells in 
the world. 

It is interesting to know 
how this “big time” busi- 
ness got its start. In the 
beginning, Mr. Presner made up ear- 
rings, pins, brooches, sprays, bracelets, 
combs, favors, what-not items, ash trays, 
etc., from various shells for the retail 
trade. 

His first advertising appeared in Vogue, 
Harper’s Bazaar and Mademoiselle. The 
response was startling. But the surpris- 
ing part was the orders from stores ask- 
ing for wholesale pieces. Before Mr. 
Presner realized it, he was out of the 


retail business and into the wholesale 
business. 

Increasing volume necessitated new 
sources of supply. 3y advertising in 


newspapers circulating in the West Indies, 
the South Pacific and the Indian Ocean, 
Mr. Presner has built up 40 overseas 
suppliers. He buys shells by the ton. The 
work of cleaning, washing, bleaching and 
sorting is done in his plant in Coral 
Gables. The Florida sunshine is ideal for 
bleaching. 

At the present time, Mr. Presner has 
1,200 active wholesale accounts. He lists 


70 varieties of shells in his catalog, al- 
though he can supply over 300 different 


shells. Because of delays in receiving 
shipments from remote islands and the 
short harvest season, a six-months’ re- 
serve supply of shells is carried in stock 
at all times. 

By combining fish scales with sea 
shells, many interesting and novel items 
may be made. 

At the present time, Mr. Presner has 
five suppliers of fish scales. However, the 
demand far exceeds the supply. 

30th the sea shells and fish scales are 
dyed in many colors and shades, offering 
many beautiful effects. 


Shellcraft has become a very popular 
hobby in hospitals and rehabilitation cen- 
ters, for no tools or equipment are re- 
quired. A beautiful pin or an earring set 
may be made in a few minutes. 

Shellcraft, or tropical jewelry, as it is 
known in the trade, has become a big 
business 
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| pp 
in 1947 Budget 
| , House Committee 
THE KEY Te to Consider Fund 
Successful Requests Next Month 
s WaASHINGTON—Budget recom- 
MAIL |mendations which the economy- 
minded Congress will begin ex- | 
PROMOTION |amining next month call for far | 
i'more detailed statistical aid for | 
ee . business than government has ever | 
~—_ Guild previously offered. 
Walk Onder What will come out of the Con-| 
i 'gressional meat grinder none can 
fists jqusse at this time, but it is clear | 
: DG NoMa Alibi that fact-gathering agencies are. 
NEW YORK be &, ‘going up to the Hill cushioned | 
L ? Se. Dearborn St.. Chicane 3 |with sizeable demands and strong | 


| endorsement. 
| . . 
| Census Bureau is proposing to! 


spend $11,500,000 for current cen- 
sus figures on industrial produc- 
tion, retail sales, services and 
population data. Moreover, it is 
planning a Census of Manufac- 
tures, and is ready to take a 
Census of Business if Congress 
grants the necessary authority. 

The fund for current figures is 
about $2,200,000 above the amount 
‘appropriated for this year. With 
‘the additional money, Census 
would maintain a “sampling” or- 
ganization to provide employment 
and population data for 140 metro- 
politan areas, compared with 50 
at present. 


Plans °48 Purchasing Study 


Besides providing a means of 
collecting family characteristics 
data for these metropolitan areas, 
this sampling organization would 
make a consumer purchasing 
power study during 1948. 

The new Census budget also 
contemplates collection of retail 
sales figures by kind of business 
for all of the 93 cities with popu- 
lations over 100,000 instead of 65 


a MARKET \ 
DATA 
-5 MILLIVOLT AREA 
POPULATION 1,902,700 
RETAIL SALES $ 963,424,000 
FOOD STORES $ 237,279,000 
GEN. MDS. $ 200,767,000 ° 
DRUG STORES $ 61.163,000 at single-dollar expense. 
BUYING INCOME $1 ,996,237,000 
*BANK DEBITS $9, 106,710,000 
$RADIO HOMES 376,844 
*FORT WORTH & DALLAS ONLY 
{RADIO MARKET DATA 
HANDBOOK 
Steer your budget clear 


S 


get two for one price. 


V, 


"TAREE IOO RNY SEETHER RETRY SEES Fee TREE We 4 ‘ 
DALLAS @# 


(< STATIONS FOR ONE PRICE y) 


NATIONAL 


wee OD 


NEW TORK e 


RBevee@ge Be vra rt se 


cOMPAN Y 


DETROIT e 


& 


CHICAGO e ATLANTA e BOSTON ° 


. cover Texas’ Twin Cities with WRR-KFJZ 


Here's a set-up that now gives the wise advertiser 
a chance to snooker those ad-budget troubles . . . 


with double results for one price: 


Take (1) two great markets (2) two dominant 5000- 
watt stations (3) a billion-dollar buying income (4) 
a simultaneous-or-separate-hour schedule, and (5) 


a long-established listener-loyalty — then watch the 


happy combination rack up double-dollar results 


For buying power look to Dallas and Fort Worth. 


For pulling power look to WRR and KFJZ. 


of the eight-ball now... 


BEST RADIO  )) 


)KFIZ & 


= FT. WORTH 


SAN FRANCISCO e HOLLYWOOD 
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cities as at present. 
Bureau of Labor Statistics also | 
‘hopes to provide more specific in- | 
‘formation by expanding the scope | 
of its sampling machinery. If per- | 
|mitted to boost its budget $1,700,- | 
000 for a total of $6,700,000, it | 
would collect more current wage | 
data, and more comprehensive | 
data on price movements and cost| §@ ie pate 
of living for a larger number of Rai 
cities, including at least one in| ET lle 
each of the 48 states. 
The new budget allows $1,378,-| 'IMPROVED'—General Foods’ new im- 
000 for this price and cost of living | proved LaFrance bluing flakes are now 
index, compared with $991,000 this | reaching grocers in the newly designed 
year. It provides $312,000, an in-| package shown at the right, which is 
crease from $222,000, for studies | edn tine the old package. Na- 
of productivity and technological | tiona pe will be completed 
: | soon, and introduction of the new flakes 
development and a $400,000 jump will be backed by an intensive campaign 
for wage analysis work. in newspapers and radio. 
Employment and _ construction 
statistics work, the biggest item | 
in the BLS budget, is unchanged 
at $1,756,000. Occupational out- 
look remains at $137,000. 


President noted that “we have 
made a fine start in the past year 
of building up the business serv- 
ice programs of the Department 
of Commerce from their low war- 
| time levels.” 

| He recommended a Census of 
|Manufactures, already authorized 
'by law, and a Census of Business 
‘to be authorized by law. He 
|pointed out that no census has 
been taken in either area since 
|1939, and that present data is 


y : | badly out of date. 
Most of the increase that brings| The Census of Business is listed 


FTC up to a $4,000,000 budget is las one of the items recommended 


for trade practice conference | which must first be authorized. 
work. However, the _ statistical 


f Since Congress has yet to receive 
work is part of a pre-planned | such legislation, the request for 
project to provide government |funds for this project will not be 
agencies and the public with a 


: j made when the Census Bureau 
complete picture of corporation | goes before the House appropria- 
earnings and expenses. 


tions committee in the near future. 
The Bureau of Foreign and Do- | 
|'mestic Commerce is asking $11,- 
675,000 for 1947-48, about $500,000 
ears this year. About $6,500,000 
of it would go for salaries and 
expenses in Washington, where 
most of the bureau’s material is 


Financial Data Planned 


FTC, which is asking a 40% 
increase in its funds, would like 
‘an extra $275,000 next year for 
/its share of a joint project assist- 
_ing the Securities and Exchange 
/Commission in the compilation 
and collection of business financial 
| Statistics. 


‘Two Agencies Merge 


Romig Advertising Agency, 
Reading, Pa., has been consoli- 
dated with Grant & Wadsworth, 
Inc., New York, with Ivan B. 
: : |Romig as_ vice-president. All 
reisooge pe bap Mire with less | Romig accounts will be served by 
han $5,000, is year, 1S CON-| Grant & Wadsworth. George W. 
'sidered to be on a rock bottom | Harrington and Deane W. Boyd, 
base. art director and production man- 
|ager, respectively, of the Romig 
/agency, will have the same posi- 
tions with Grant & Wadsworth. 
There will be no change in G&W’s 
name. 


Field Offices Fund Up 


The $5,190,000 asked for field 
offices represents only a slight in- 
crease from the present budget, | 
|which was more than generous to | . 
ithe out-of-town arm of the bu. Forms Research Firm 
reau and caused former Secretary| Ted Lord, director of research 


t t that | 2nd marketing of Farm Journal, 
ee a a the Philadelphia, has formed the Ted 
4 > aS Lord Associates, New York, to 
periphery, and starved a €' conduct an extensive purchase- 


core.” reporting panel among farm fam- 
In _ his the | ilies. 


budget message, 


Published by The Parents’ Institute Inc. 
52 Vanderbilt Avenue, New York 17, N. Y. 


Chicago * Atlanta ¢ Boston * San Francisco 
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Immediate Census 
Studies Urged by 
Small Business 


WASHINGTON — The Commerce 
Department’s small business ad- 
visory committee threw its weight 
last week behind the movement 
for legislation which will open the 
vay for an immediate Census of 
Business and for other statistical 
studies. 

The group of 18 representative 
yusiness men, appointed by former 
Secretary Henry Wallace, first dis- 
jlayed their independence by rec- 
ymmending tax and labor pro- 
zrams which go behind the official 
olicies of the Truman adminis- 
ration. 

The committee said that up-to- 
late facts about our economy are 
one of the most urgent needs in 
issisting the development of small 
business in the various states and 
geographical areas. 

It found that existing facts, 
dating back to 1940, are obsolete, 
as a result of population shifts and 
industry dislocations brought 
about by the war. The committee 
urged that the’ Census Bureau be 
authorized “to secure imme- 
diately” current data on popula- 
tion, on retail and wholesale trade, 
on manufacturing, on service and 
other businesses. 

“The need is so urgent that 
many obstacles in the way of a 
complete census for 1946, to be 
taken in 1947, should be over- 


come, if at all possible,” the com- 


mittee said. 
Sample Censuses Minimum 


“At the very least, sample | 
census of population, trade and 


Row!N G 


MARKET 


of Richmond with it's: 


1. Uninterrupted Industria! 
growth which before the war 
out-stripped every other major 


city in the nation. 


2. And it's remarkably steady 
population growth over the 
past one hundred years, unaf- 
fected by the War plus 


of WRNL of Richmond. 


The station that has outpaced 
the growth of the market, grown 
in power. . . in number of lis- 
teners and in number of satisfied 


sponsors. . all add up to give 


the 
GROWING © 


of the Richmond Market to the 


WRNL advertiser! 


EDWARD PETRY & CO., INC. 
NATIONAL | REPRESENTATIVES — 


| 
manufacturing should be made|of research and development costs | office in the Richmond Trust! 
complete |in the year incurred rather than | building, Richmond, Va., 
censuses covering 1947 scheduled |capitalized; permitting the aver- will 
aging of income over a number) 
With respect to taxation, the | 


early in 1947 with 


for 1948.” 


committee called for the govern- 


balancing the budget through the 
elimination of unnecessary expen- 
ditures and the improvement of 
efficiency wherever possible, and 
by adopting a program looking 


toward the eventual retirement | 


and immediate curtailment of the 
public debt.” 

Specific tax recommendations 
include: Reduction of personal in- 
come taxes across the board in an 


amount up to 20% from present) 


basic rates; a more liberal policy 


toward depreciation; the charging | search, Inc., has opened a branch 


of years; elimination of double 


taxation of corporate income and 
ment to “‘take every step possible 
to get its fiscal house in order, by | 


dividends as soon as practicable by | 
exempting dividends from the) 


|basic individual tax rate; con- 


sideration be given to granting a 
specific exemption of up to $10,000 | 
in corporate net income; taxation | 
of cooperatives and other non- 
profit organizations operating in 
some markets as private business | 
on the same basis as private busi- | 
ness, and simplification of the tax | 
laws and regulations. 


Opens Richmond Branch 


Agricultural Advertising & Re- 


handle farm publication, 
newspaper, direct mail and other 
advertising for Southern States) 
|Cooperative and other clients in| 
‘the South. John B. Babcock, for-| 
merly in the agency’s home office 
in Ithaca, N. Y., has been named | 
| manager of the new office. 


Two Appoint F&S&R 


Fuller & Smith & Ross, Cleve- 
land, has been appointed to handle 
the advertising of Hydraulic Press 
|Mfg. Company, Mt. Gilead, O., 
|manufacturer of die-casting ma- 
chines, plastic and rubber molding 
/ machines and hydraulic presses, 
‘and the advertising of a sister 
company, Hydro - power, Inc., 
Springfield, O., maker of hy- 


ponte age pumps, cylinders and con- 


trols. 


which | 
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Advertising — 


What 


Medium 


sells 4 ways ° 


Just ONE national advertising medium sells three ways... 
movie advertising. By sight, by sound and by demonstration 
movie advertising can bring your sales story to as many as 40 
million people each week. They see your product in use and . 
hear your message, while in a relaxed, receptive mood. 

This three-way selling gets results—for example, a leading 
petroleum company lifted sales 24% in a six-week campaign. 
Other nationally known advertisers also report outstanding 
results. Why not see what movie advertising will do for you? 


GIVE YOUR PRODUCT A SCREEN TEST 


T We'll lay out a test area in a market you select from our lists —a market 
preferably with good distribution for your product but poor sales. 


2 We'll write and produce three or four advertising movies for you, based 


on your sales points and the theme of your current advertising. 


3 We'll have these movies shown in theatres in the test area. 


4 We'll let you be the judge of the effectiveness of this test campaign. 


5S We'll make this test for you, including film production, at a cost of from 
$10,000 to $12,000, depending on the test area selected and the cost of 
film production. A representative of the Movie Advertising Bureau will 


gladly give you complete details. Phone or write us today. 


,oesn 8 


Dococoooont 


MEMBER COMPANIES: UNITED FILM SERVICE, INC., KANSAS CITY, CHICAGO, CLEVELAND 


seaceoe? 


MOVIE ADVER 


h 
EASTERN OFFICE: 70 ee ah Michigan Avenue, c “+ 
MID-WEST OFFICE: 333 gt peer ey 


»no 08 8 


sseoaceevecsouonn,g 


gacoe® 


sth Street, New York 7, 


eeooeoerronngg 


TISING BUREAY 


N. Y. * Phone MUrray Hill 6.37 
‘cage 1, lll. « Phone ANDover 3022 


009g 


REPRESENTATIVES THROUGHOUT THE 48 STATES 


* MOTION PICTURE ADV. SERVICE CO, IN@, NEW ORLEANS, NEW YORK, ATLANTA, BIRMINGHAM, MEMPHIS 
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FCC Sets Feb. 7 
Hearing on New 
Station Bids 


WASHINGTON — The FCC will 
hold hearings next month to “pin 
down” rules preventing an in- 
dividual or firm from controlling 
more than one broadcast, FM and 
television station serving ‘‘sub- 
stantially the same community.” 

The commission long ago made 
it clear that it would permit an 
individual or firm to have one 
each of these types of stations in 
a community, but that more than 
one of any of them would not be 
tolerated. 

Hearings which will open Feb. 
7 will attempt to deal with the 
word “substantially,” for engi- 
neers and lawyers have been un- 
able to agree on the extent of 
overlap that can be permitted 
from commonly owned neighbor- 
ing stations. 

In the past there has been no 
rigid rule on the percentage of 


moe WHOMAML 


pays 
and pays... 
and pays! 


oo90ndgdg 000 0 
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BECAUSE— 
SHE CAN AFFORD TO 


Misses, ma'ams, and matrons with 
families .. . that’s the big-purchas- 
ing audience you hit when you ad- 
vertise in THE WOMAN. They're at 
an age when they wanta lot... and 
buy a lot. You reach them... at 


lowest cost...in THE WOMAN. 


Over 51.4% 
of the readers of — 
THE WOMAN 


are in the 18-25, 25-35° 


“When it Comes 
to Figures.... 
the Woman Has 
Something to Look at!” 


40 © are home owners 
58.30% are housewives 


"Starch Readership Survey 1946 


' Wilmington, Del.; York Broadcast- | pany, 


listening area that may be over- 
lapped or the strength of the con- 
flicting signals in the overlapped 
areas. 


22 Cases Involved 


Currently FCC has 22 cases 
where new stations would overlap 
to some degree existing state sta- 
tions owned or operated by the 
applicants for the new stations. 

These 22, parties in the Febru- 
ary arguments, are: Yankee Net- 
work, applying for Class B FM 
stations at Boston, Bridgeport and 
Providence; Liberty Broadcasting 
Company, Class B FM, Pittsburgh; 
Washington Broadcasting Com- 
pany, Class B FM, Washington, 
Pa.; W. Del., Inc., Class B FM, 


} 
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ing Company, Class B FM, York, | Springs, Colo.; Trent Broadcasting sis : vis 
Pa.; Reading Broadcasting Com-|Corporation, Class B FM, Trenton, | Phillips Airs Da 

pany, Class B FM, Reading, Pa.;|N. J.; Southern California Asso- | eens eo a - dichaed BO ak fe 
Keystone Broadcasting Company, | ciated Newspapers, Class A FM, | eae ac 1 © «4 


ia ae : 
Class B FM, Harrisburg; Valley | Alhambra and Glendale, Cal. | Fear cetereae Ot ames tees 
Evening Monitor, Class A FM, Mc-| San Pedro Printing and Pub-/ wartime director of OWI, in a 15- 
Allen, Tex.; Valley Publishing | lishing Company, Class A FM,|minute, five-days-weekly news 
Company, Class A FM, Harlingen,|San Pedro; McClatchy Broadcast-|commentary over Stations WJZ, 
-Tex.; Central States Broadcasting |ing Company, Class B FM at|New York, and WFIL, Philadel- 


Corporation, Class B FM, Omaha.|Stockton and Modesto, Cal., and | Phia. The agency is Aitken-Kynett 


| Commodore Broadcasting Com-|Crosley Broadcasting Corporation, | Company, eee ite ay 
pany, Class B FM, Springfield, | television station for Dayton, O. |more than 30 other stations 
TiL.; UAW-CIO, Class B FM, Flint, | —_——_—— 'throughout the East, Midwest and 
|Mich.; Gannett Publishing Com- South. 


pany, Class B FM, Augusta, Me.; Appoints Lindquist 


KCKN Broadcasting Company,| . Robert Lindquist, formerly as- . 

Class B FM, ~ yaar City; Pour. | sistant vice-president of the Amer- ‘Will Manage KOIL 
tain of Youth Broadcasting Com- |ican National Bank & Trust Com- William J. Newens, formerly ac- 
Cl B FM. St. A ti | pany, Chicago, has been appointed | count executive of Allen & Rey- 
peer, snes » Ot. Augustine, | vice-president of public relations| nolds, Omaha agency, has been 
Fla.; Out West Broadcasting rede |e development activities of the|appointed manager of Station 
Class B FM, Colorado} LaSalle National Bank, Chicago.| KOIL, Omaha, effective Feb. 1. 


“that make a 
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A, an advertiser you have to be a realist. And no matter 
how much you may enjoy the editorial excellence of any 
medium, you look one step further—does it attract the 
readers you want? 

To you—it’s the readers that make a magazine great. 

And judged on that basis 
great magazine. 

For Newsweek’s treatment of the news consistently de- 
livers a greater concentration of leaders in business, indus- 
try, and government per advertising dollar invested— 
than any other magazine. 

In addition to prestige, you get America’s key families, 
the people others follow. That’s why it will pay you to put 
still more of your advertising in Newsweek, and sell “the 
top 700,000” first. 


Newsweek, you'll agree, is a 
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Advertising Age, January 20, 1947 


Rubicam to Head 
CED Research 


New YorK—The Committee for 
Economic Development, at a trus- 
tees’ meeting Jan. 17, named Ray- 
mond Rubicam to succeed Sen. 
Ralph E. Flanders of Springfield, 
Vt., as chairman of the research 
and policy committee. Henry R. 
Johnston was appointed executive 


ae IS Cian Gk wri ail 


‘tion as Senator from Vermont. 


man of the board of Young & 3 Name Simon & Smith 
Rubicam. He also is a trustee of Simon & Smith, Portland, Ore., 


Colgate University and * a a been appointed to handle the 
of the National Committee for advertising of Pacific Chemical 
Strengthening Congress. Senator|Company, Los Angeles, and Ad- 
Flanders was chairman of the re-|hesive Products Company, Seattle, | 
search and policy committee from | both recently acquired by Ameri- | 
its inception until his recent elec- | can-Marietta Company, Chicago, 
|and of Northwest Tube & Metal 


|Company, Portland, using national | 
Mr. Se who has had = |trade publications and _ regional | 
law and banking experience, be-| farm magazines. The agency is 


came vice-president and director | currently handling the advertising 


new men’s sweater line, featuring | 
distinctive “early American” pat- | 
terns. The schedule includes ads 
in Apparel Arts, Men’s Reporter, 
and Men’s Wear. Forward Adver- | 
tising, Philadelphia, handles the | 
account. 


Case-Swayne to Makelim 

Case-Swayne Packing Company, 
Santa Ana, Cal., has named Make- 
lim Associates Advertising 
Agency, Hollywood, to handle its 


lirector, succeeding C. Scott|in 1933 of Case, Pomeroy & Co., | 
Fletcher, and John H. Van De-|and served as president from 1938 
venter was chosen director of in-|to 1941 when he retired. 
formation. | Mr. Van Deventer has been 
Mr. Rubicam has been a trustee|chairman for two years of the 
and member of the CED research |CED national business press com- 
and policy committee since June,| mittee. He resigned last Novem- 
1944, and was co-founder and | ber as president and editor-in- 


of Schorn Paint Mfg. Company, 
a subsidiary of American-Mari- 
etta. 


line of food products. 


snincippgeeninti Two Appoint Rea, Fuller 
. Sandvik Saw & Tool Corpora- 
Starts Sweater Drive |tion, New York, and the Tube Tite 
Karma Sportswear, Inc., New | division of Darra-James Corpora- 
York, has begun a full-color trade | tion, Waterbury, Conn., have ap- 
publication, direct mail and dis-| pointed Rea, Fuller & Co., New 


until his recent retirement chair-| chief of Iron Age. 


'play campaign to introduce _ its| 


York, as their agency. 


Where ferple of Neaus od Si 


NEWSWEEK. it ioe the Yeaterc | 


ae 


880480 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 
cost per color page per 


thousand of any leading 
weekly magazine 


“We just can’t help waving a 
banner when we can show you 
figures like these...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 

| great national magazine. 


en in every walk of life, in 
every income group, inevery 
educational or social class. 


| @ This includes men and wom- 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


| \WEEKLY 


" w 
| “The Nation’s Reading Habit” 
MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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JANUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
Susie Display PUBLICATIONS 
Excluding Excluding Commercial Display 
Poultry, Poultry, Excluding Poultry 
Livestock Livestock | Classified and 
~— Total Advertising > and Classified Total Advertising —— and Classified | —_———Total Advertising ——— Livestock 
—1947 —1946— 1947 1946 1947 ~1946— 1947 1946 | — 1946——, -————_1945_,__ 1946 1945 
Pages Lines Pages Lines Lines Pages | Pages Lines Pages Lines Lines Pages| FARM MAGAZINES 
FARM MAGAZINES | California Grange | Pages Lines Pages Lines Lines Lines 
} News See 16.6 18,550 13,734 18,550 13,734] Capper’s Farmer 520.9 354,208 472.9 321,597 $36,113 308,44: 
Capper’s Farmer. 38.6 26,: 35.6 24,2 21,545 Dakota Farmer 37.1 28,653 21,812 26,573 19,967|/ Country Gentleman 843.5 578,583 748.5 509,003 545,504 486,75 
Country Gentleman 67.8 61.2 41, so3 7,136 Farmer, The 46.9 36,736 5 30,136 26,887 | Farm Journal ....... 879.7 377,374 811.0 347,966 345,507 332,31 
Farm Journal .... 63.3 60.6 26,045 21,548 Hoard’s Dairyman.. 35.6 25,946 3, 21,655 19,471] Progressive Farmer: - _ . 
Progressive Farmer | Idaho Farmer ..... 31.8 24,049 24,422 21,889 22,135 Carolina-Va. Edition 695.2 483,325 492.8 358,766 397,031 337,41 
Carolina-Va. Indiana Farmer's Ga.-Ala.-Fla. Edition 595.2 491.4 357,774 395,678 337,77 
Edition ban wcltee Shee DBGSTT 04.2 838,293 26,960. 37,972 | Guide _. cece 21.0 16,493 21.8 17,076 11,482 12,578 Ky.-Tenn.-W. Va Edition 589.4 484.8 352,936 396,014 334,80 
Ga.-Ala.-Fla. Kansas Farmer . 28.1 21,379 26.4 20,037 17,847 16,679 Miss.-La.-Ark, Edition 572.9 469.3 341,680 880,505 322,53 
Edition ...... 45.0 32,788 43.5 31,675 28,032 27,416 | Michigan Farmer.. 35.7 27,408 32.0 24,539 23,724 21,766 Texas Edition 626.0 491.2 357,600 414,248 334,10 
Ky-Tenn.-W. Va | Missouri Ruralist... 20.6 15,653 24.7 18,769 14,006 16,699|*In all 5 Editions... 505.2 425.2 309,587 345,334 296,21) 
Serre 41.6 30,286 41.1 29,903 25,488 25,953 | Montana Farmer 32.5 24,564 27.0 20,447 18,178 16,618 | *Aver. 5 Editions.... 595.8 485.9 3 5. : 
Miss.-La.-Ark. | Nebraska Farmer... 46.9 15,520 48.6 36,760 30,223 31,658] Southern Agriculturist 381.8 345.8 242,031 24 § 2 
ere 3.4 41.1 29,959 26,066 25,277 New England | Successful Farming 890.3 400,636 792.9 356,802 375,050 375,0 
Texas Edition ... 48.4 43.4 31,603 26,534 | Homestead ...... 33.8 28,662 26.9 18,849 16,670 12,907 —- — a aD I ae = aS 
*In all 5 Editions... 35.2 35.9 26,164 23,236 | Ohio Farmer ...... 39.0 29,914 34.0 26,076 27,360 23,637 | Tota] Group ..... 6,494.9 ‘ 441. 779 5,600.6 3,546,155 3,829,429 3,377,47 
*Aver. 5 Editions... 44.0 32,064 42.6 31,066 26,610 Oregon Farmer 30.7 23,201 32.2 24,367 21,083 22,080) _ ae 
Southern Agricultur- | Oregon Grange FARM PAPERS 
Ws on 4.4 cs ataae a ae 27.5 19,249 18,413 16,379 | OO ee 14.0 15,120 13.3 14,448 5,120 14,448 | MONTHLIES 
Successful Farming. 73.5 59.3 26,698 29,730 23,093 Pennsylvania ».o-|#Asricultural Leader's Digest.. 283.0 55,470 294.8 57,778 55,470 57,775 
—- ie oe — comes eee 82.0 24,544 31.5 24,186 22,127) American Fruit Grower..... .. 263.38 112,947 231.4 99,254 108,762 96,72 
Total Group ....495.2 315,348 457.5 293,128 269,722 252,752 | Utah Farmer ..... 17.0 12,796 18.3 138,829 12,499 | American Poultry Journal: 
FARM PAPERS | Wallaces’ Farmer & ce, i ee Eastern Edition ....... 546.5 224,436 511.1 219,284 25,107 118,97 
Iowa Homestead.. 44.3 34,742 45.9 36,001 32,052 32,388 Central Edition ........ 444.3 190,599 413.6 177,423 108,092 103,99 
Monthlies Washington Farmer 30.4 23,020 33.3 25,176 20,879 22,869 Western Edition 29 343.4 147.299 98,460 96.771 
Agricultural Leaders’ | Western Farm Life. 28.7 22,489 30.0 23,529 15,342 16,375] *7, all 3 Editions.... 3 318.9 136,832 93,450 92,24: 
Digest. . 20.1 3,939 20.7 1,053 3,939 4,053 | Wisconsin Agricul- . Ps : _.,, | bDBetter Farming Me thods. 286.1 122,754 96.4 41,358 122,754 
American Fruit eae 34.8 27,284 36.7 28,774 25,963 27,723] Better Fruit 01.5 9 8.4 66,497 84.520 
Grower a eee 24.6 10,571 28.2 12,087 10,161 11,744 S ae e a cBreeder's Gazette 264.1 8,85 239.5 107,782 
American Poultry Total Group .685.1 31,796 651.2 504,986 460,752 438,048 | california Citrograph 286.5 192,500 234.8 156,996 
Journal: Bi-Weeklies——December Carolina Co-operator 124.0 62,017 114.0 47,737 0 
Eastern Edition... 74.5 31,991 78.1 33,526 11,360 12,652 | aarizona Farmer 47.7 36,029 50.5 38,161 34,078 35,904|Cattleman, The 1,020.6 428,672 906.5 380,830 186,58 
Centra] Edition... 59.3 25,473 64.1 27,499 9,511 10,912 | California Cultivator 31.9 24,143 31.8 24,024 20,020 21,014 Cooperative Digest 202.5 42,311 235.3 49,603 49,603 
Western Edition... 50.4 21,647 50.4 21,631 9,012 10,198 | Dairyman’s League | Electricity on the Farm 205.2 73,257 191.0 68,202 68,20: 
*In all 3. Editions... 46.3 19,891 47.5 20,401 8,628 10,026 |? ee ee 19.2 14,013 6.2 4,501 13,033 3,352| Farm and Ranch... 382.3 289,049 377.8 285,639 257,917 
Better Farming | Pacific Rural Press: | Farmer-Stockman 28.1 248,047 279.1 211,030 201,095 
nn: ” 6a 6404.06 26.6 11,436 19.3 8,318 11,436 8,318 | Northern Edition. 45.9 34,758 42.7 32,279 29,388 28,076 | Florida Grower ae 194.6 132,317 77.4 120,636 115,202 
Better Fruit ...... 20.5 8,617 16.7 6,967 8,617 6,967 Southern Edition. 442.4 431,122 40.5 30,624 26,540 26,421] Kentucky Farmers’ Home e <a cea 
Breeder's Gazette... 15.8 7,109 22.2 10,004 5,283 7,804 Prairie Farmer 45:4 33,059 44.0 32,053 26,725 26,278 SOUFMEL .wicsssinss 5% 193.6 151,808 170.4 133,558 127,948 114,579 
California Citro- - & ae ee Michigan Farm News..... 26.8 20.0 40,742 53,783 40,23 
Seraph .....0ss- 24.3 16,310 19.1 12,824 16,310 12,824 Total Group 232 5 174,124 215.7 161, 642 149,784 141,045 | National Live Stock Producer. 99.4 108.2 79,062 67,982 66,01 
Carolina eeragers- ‘ New Jersey Farm and Garden... 433.2 400.0 180,158 159,912 3,60 
nats ditee ss $.4 3,637 10.0 4,184 3,475 4,180 |  Weeklies—December 12.408 12.293 8,276} Ohio Farm Bureau News. 142.1 72.6 77,658 61,252 74,385 
Cattleman, The 100.3 42,140 92.9 39,047 17,094 13,539 | Cappers Weekly .. 7.4 16,497 6.5 22,408 Benue | Poultry Tribune: 
Cooperative Digest. 17.5 3,675 12.8 2,677 3.675 2.677 Weekly Kansas Cit) + Sand hae eatin adie ieee Eastern Edition 625.7 268,440 172,691 164,144 
Electricity on the Star 10.7 26,412 10. wethees debi 7 Central Edition 526.4 225,857 54,286 152,014 
Farm sees 5,317 19.4 5,317 6,918 _ . ee Pee G > ri ar teh Western Edition 431.4 185,096 138,670 134,268 
Farm and Ranch 4,598 32.5 24,5$ 19'898 20,112 Total Group 18.1 42,909 16.3 38,934 30,275 27,317 Pacific Edition 5 436.3 187,196 136,581 130,218 
Farmer-Stockman.. 567 26.9 20,3846 19,809 18,731 Dailies—December *In all 4 Editions 416.9 391.7 168,066 130,676 125,765 
Florida Grower 12,860 16.4 11,147 12,350 10,562 Chicago Daily Drov- ; Southern Farmer ° 55.6 56.5 45,162 38,128 36,399 
Hoosier Farmer 6,098 17.0 7.667 6,336 6,987 ers Journal 16.4 4,974 23 49,6 22,550 6,565 | Southern Planter . 3860.0 312.0 218,341 231,911 201,89 
Kentucky Farmers’ Kansas City Daily Western Dairy Journal base . 590.0 B 509.3 214,197 98,779 81,349 
Home Journal.. 18.2 14.286 18.9 14,726 12,177 12,7883 Drovers Telegram, 22.0 45,711 9.2 62,165 19,36 41,985 | Western Livestock Journé al. ‘ 1,110.0 467,676 958.6 402,307 191,442 156,09 
Michigan Farm Omaha Daily Jour- - -- 
(ae . 1.8 796 2 8 , 860 696 ; 800 nal-Stockman 28 60.274 28.0 19,590 0,026 47,52¢ Total Group 10,528.5 4,993,802 9,531.9 4,495,122 3,601,086 3,253,58 
National Live Stock St. Louis Daily Live Me a 
Producer Sire 8.3 6,061 8.0 5,824 4,543 5,567 Stock Reporter... 12.3 26,219 18.8 40,071 19,238 32,22 9 MONTHLIES 
New Jersey Farm - - = _ — Arkansas Farmer 113.9 86,101 149.6 113,088 86,101 113,088 
and Garden «cos 40.3 18,143 9.7 17,854 14,389 14,210 Total Group 79.0 167,178 99.3 211,453 121,179 158,305 | Idaho Granger 112.1 121,651 111.9 121,375 121,651 121,375 
Ohio Farm Bureau ——— Nation's Agric ulture 104.6 47,103 120.7 54,316 17,103 54,314 
News . wis ‘ee Rose 5,308 13.7 6,182 »,094 5,857 *Not included in totals 
Poultry Tribune aTwo issues 1946; issues 1945. Total Group ...... 330.6 254,855 382.2 288,979 254,855 288,7 
Eastern Edition 85.6 386,755 16,550 Ee > , 
Central Edition 2 71.1 30,538 15,496 -asa 48.145 18.§ 191 
Western Edition 8 55.6 23,855 13,240 American Agriculturist 340.9 248,145 318.9 232,19 
Pacific Edition... oS 2.6 22°600 12,491 | CANADIAN California Grange News 214.7 240,420 164.4 184,136 
*In all 4 Editions... 49.4 48.3 20,73 12.064 | Canadis Country- Dakota Farmer 453.0 349,837 386 0 98,099 
Southern Farmer... 5.4 4.1 3,264 2,424 man ..........-. 35.0 24,506 28.6 20,007 10,280 9,574| Farmer, The .. oa5-8 ere | ee? Sete 
Southern Planter... 34.7 24,309 31.2 21,852 0.157 | Country Guide, The 24.4 17,549 23.7 17,040 17,549 17,040| Hoard'’s Dairyman 513.0 460.1 334,941 
Western Dairy *Family Herald & , Idaho Farmer ....... 138.0 434.3 323 ,308 
eourmal ...... « 248: 2E-7F8 45.9 19,316 8.540 9,376 Weekly Star Indiana Farmer’s Guide 332.3 329.9 258,679 
Western Livestock Eastern Edition 58.1 58,067 50.0 50,006 28,307 Kansas Farmer 389.9 354 6 269,485 
Journal! 146.3 61,446 126.7 53,241 15.148 16,019 Western Edition 17.6 47.597 42.4 42.389 26.624 Michigan Farmer 478.9 394.2 302,716 
- — < Farm & Ranch | ag =i : at ky Missouri Ruralist 357.8 330.5 251,169 
Total Group 1,111.3 520,159 1,102.6 515,359 316,292 319,098 | Review ...... 14.6 10,539 10.9 7,869 9,685 6,756) Montana Farmer 152.0 426.0 322,120 
Monthlies—December *Farmer’s Advoc “ae Nebraska Farmer ..... 679 s 615.3 465 152 
Arkansas Farmer.. 6.4 4,842 10.0 7,544 4,842 7,544 & Home Magazine 39.1 27,384 31.9 14,182 | Mew Mngiané Momestesd Hep as coe 
Idaho Granger ... 8.1 8,750 9.1 9,884 8,750 9,884 Farmer’s Magazine. 23.6 16,517 27.5 2959 | Qhio Farmer oe 539.6 444.0 340,990 
Nation's Agricul- *Free Press Prairie ¢ , Oregon Farmer ........ 413.5 424.2 320,707 2 
SM, cachad ies 7.8 3,523 11.4 5,164 523 5,164 Farmer ......... 77.7 87,415 465.8 60,955 36,353 31,412| Ofeson Grange Bulletin. 178.4 SSS.S | STS ES hs 78, 
: ‘Western Producer. 36.5 39,004 61.3 54,909 18,172 21,193| Pennsylvania Farmer — See Se we. Soe oo 
Total Group . 22.3 17,115 30.6 22,592 17,115 22,692 z a Tae | Utah Farmer reer 264.9 200,267 264.7 200,812 187,875 184, 
Semi- Monthly—Dee mame Sond 5G G 298.57 » 994 7 = 2 1¢7 097 | Wallaces’ Farmer ‘& Iowa 
elene Aeriedi. basses Grou} 6.6 328,578 311.6 284,740 179,113 167,297 Homestead i as 684.6 536,753 633.5 496,661 68 2 428, 
turist . ‘ 27.6 20,073 20.8 15,124 17,674 » 803 * a age Washington Farmer 443.5 335,319 436.7 330,151 306,001 304, 
sila Secemser Unage. Western Farm Life..... 651.3 510,612 600.3 470,617 240.446 236, 
Wisconsin Agriculturist 515.4 404,076 469.7 368,200 373,695 339 
. ° P P . = - a = —— enneens 
Farm Pa er lin an Industrial Marketing tabulation 22,592 to 17,115. January month- Total Group ...-scccsesevece 9,881.7 7,661,679 9,064.5 7,018,119 6,418,758 6,061,389 
has revealed (AA, Jan. 13). lies were up 0.9%, from 515,359 a BI-WEEKLIES 
The AA report shows that U. S. year ago to 520,159 this month. dArizona Farmer . ate 592.7 448,069 496.3 375,169 427,647 373,369 
. 0 Ld ’ farm papers carried 22,332,018 Gains include: December week- wg) age phe —— News 129.8 94,615 93.2 67,870 77,582 §1,2 
s : 2 - oahiiaS . : Pacific Rural Press: 
alns 0 in , lines of advertising in 1946, com- lies, up 10.2% from 38,934 a year) ‘Northern Edition 660.8 499.731 673.6 581.399 
pared with 20,305,993 the previous |ago to 42,909; December bi-week- Southern Edition 610.8 462,256 558.6 370.2 
. : . P *rairie Far rr 687.0 499,920 614.0 58.6 
’ 0 year. The tabulation is based on) lies, up 7.7%, from 161,642 to 174,-| "™“'"'’ *arme! 36 
anual alin % reports from about 70 publications. | 124; January magazines, up 7.6%, Total Group 2,681.1 2,004,591 2,355.7 1,746,666 1,766,642 1,544, 
Farm magazines enjoyed the from 293,128 to 315,348, and De- WEEKLIES 
greatest gain, carrying 4,141,779|cember semi-monthlies up 5.3%, Copmen's Weekly ery 94.9 212,566 91.7 ety 136,4 
=e . A ‘ Teekly cansas Cit Star 189.2 466,273 170.2 9,315 307 
Curcaco—U. S. farm papers last lines, up 16.8% over their 3,546,- | from 504,986 to 531,796. a eee : oS a oe 
oo aoe nar ages 10% linage gain 155 a year earlier. Bi-weeklies,, The monthly total for U.S. farm) Total Group 784.1 678,839 261.9 624,653 458,856 444 
over theit 1945 figures, ADVERTIS- with 2,004,591 lines in °46, carried papers was 1,768,629 lines, against DAILIES 
ING AGE’s annual compilation of 14.8% more than the 1,746,666 1,748,004 reported in January, ey nage! dae Journal 299.2 636,603 330.1 702,368 311,472 89 
hon’ : Sansas City Jaily Drovers 
farm paper advertising shows. in °45, 1946. The report puts the monthly |  relegram 0 oe 389.4 828,699 391.6 833,322 463,259 590.4 
The gain apparently closely ap- Only One Group Los Canadian total at 328,578 lines,| Omaha Daily Journal-Stockman 400.0 851,181 370.4 788,127 3 520 
¥ imé 5 ¢ ati a- < u es . “ ’) St. Louis Daily Live Stock 
1 acagaae a an annie _— : against 284,740 a year ago. Reporter : 251.3 634,845 259.1 551,461 323,430 359 
zines. Business papers, on the Monthly farm papers carried 4,- 
other hand, did not quite hold 993,802 lines, 11.1% more than P Total Group ..-.sveesesses 1,334.9 2,851,328 1,351.2 2,875,278 1,642,993 1,769 
even with their 45 linage figures, | the 4,495,122 in the previous year. Form Tel-O-Music *Not included in totals. 
Semi-monthlies carried 9.2% more| Tel-O-Music, Inc., has been, 27° issues 1946; 9 issues 1945 
= ; . * . A . bTwo hundred ten lines to page January-August, 1945 4°29 lines bi-mont 
—7,661,679 in °46 against 7,018,- formed in Cincinnati, to furnish | september-October, 1945. 
119 in °45—and weeklies carried WirTed music services to subscrib- etwelve issues 1946 11 issues 1945. 
gricultural , 8.7% more, with 678,839 lines in| TS in the Greater Cincinnati area. | “™wenty-stx lnsues tote; ® ismues 
. c ’ 9 = I . > : . = 
“ahs ; . as neorporators and _ officers are 
ewe . . 
46 against 624,653 in 45. Jesse Y. Bowman, formerly dis- 1946-1945 CANADIAN FARM LINAGE 
Daily farm publications showed trict representative of the elec- Commercial D 
an 0.8% loss, however, their linage tronics department of General Excluding Pou 
Digest — dropping from 2,875,278 to 2,851,- Electric Company, president and Total Advertisins "Livestack 
ig 328. general manager; Robert E. 1946 1945 1946 1 
_ : P 7 “ ‘- Pages Anes ages snes ine 
EXTENSION AND VOCATIONAL — Canadian farm papers in 1946) Cooper". Ov yment Company, vice. | , CANADIAN or ee ee eae 
> ene wind | AN. i 
FOR FARM AND HOME showed a 13.7¢ increase. They |~0Und Equipmen ompany, vice Canadian Countryman 447.7 313,! 441.1 308,782 234,595 
‘arried 4.467.987 lines in 1945 ; 4 president, and Charles H. Top-| country Guide, The. 136.6 314: 82.6 275.251 314.369 
50 Million Opportunities t carried 4,20/,90/ lines In 1940 and miller, chief engineer of Station | Family Herald & Weekly Star 
Pp nities to 5,081,090 last year. WCKY. secretary Eastern Edition 934.6 934,546 811.4 811,348 619,506 
4“ ” ; .+ ai Weste Editio 17.§ 17,864 374.9 674,87 3,4! 
Get Your Product “Talked About In AA’s latest monthly tabula- water iy Maaaa teovine sah Gtkate Seat «ufeeia takes 3 
Agricultural Leaders make over fifty million farm tion, U. S. farm papers show only . Permer's Bovecats & Monn : : ‘ 2 , 
contacts each year. Be sure these influential 1.2% gain over the report a year Monarch Appoints Duff Magaz - hae ae — 4 eo , Y pee aoe = +4 
leaders know about your products to implement : . . + ages Melithe agi . a 99.0 nae =~ 19,300 - 9¢ 
is Goren eenctions aad hemes convenionsns ther ago, while Canadian papers are Donald A. Duff, formerly adver- rs ee Press rairie Farmer I 148.7 1 915.7 1,030,181 652,616 
recommend. Agricultural LEADERS’ Digest | up 15.4% iising manager and assistant to Se ae hil ‘4 16,431 03,58 
reaches we ag —~ nd wom n le _ rs serv- M , 1 . P the president of Continental Air Total Group . 5,478.3 5,081,090 4,878.0 4,467.98 775,573 
' wy far ae Mal atte ; . . ‘ ; 
Biicolendieme fly ory meagan for Market and Monthly Figures Given Lines, Denver, has been appointed a 
‘ naGerT. . 
December dailies in the U. §. sistant to the president of Mon- | 
AGRICULTURAL LEADERS’ DIGEST  .oocn2 147 178 liner ON QOY arch Air Lines, Denver, newly | T 
carried 167,178 lines, 20.9% under : TO recent: gag Pe vA 1S! OR 
139 N. Clork St., Chicago 2, til. the 211.453 : D , formed regional air line which is LL TOWN Cc OM IN G 
‘arTrie var a) . 
le <ll,400 carried in December headed by Ray M. Wilson and SMA AN TOWN 
PUBLISHED EXCLUSIVELY FOR LEADERS IN 1945. Monthlies reporting for last) Maj. F. W. Bonfils, business man- SU RB ? NEXT WEEK 
AGRICULTURE AND HOME ECONOMICS month were down 24.3%, from ager of the Denver Post. dl . : 
\ i Le “, 
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49 
. mention, have resulted in a lack; Donahue & Coe Appoints | 

ph 84 House Unit Turns pat een ee Vice-President _ 

e Pare to leal with, War Assets |dent of Maxon, Ine, New York 

‘1949 Down Appeals for hisdaleeies” the report said. Pris a —.. 

Lines mien 


308.44 tion, has joined Donahue & Coe, 


86,75 | ; i. ; | New York, as a vice-president and 
332,31 Surplus Goods Bureau Aids Poli Grip }account executive. In 1946 Mu- 
pee ‘Newspaper Test ‘sicraft jumped from 16th to 6th 


337,77 


—" | Hudson Products, Inc., Jersey | Place in the phonograph record in- = Sik Nes aise ain hae Mlle put all oe eqys in 
yt End Priorities, City, . hag me Bu-| nT a a iN al = let entitled “Put All Your Eggs one basket > 
rer ir vertising, merican : = in One Basket’. Acquaint your- 
296,211 Speed WAA Sales, | Sewniaineae Publishers Association, | @d_a founder of the Sales _ = self with our anaes pat sdl 
388.20 Committee Urges will launch this month a_news- pened ag Pe of oe bg ee a = tion service . . . Photostats, Pho- ——_— 
Prt paper test in more than 200 cities | director of Snow Crop Marketers, == tography and Offset Printing. ——————— 
eae to ascertain the most effective use | *"°-: =—— PHONE STATE 5977 ===> 
377,47 Sees a — ona b newspapers for Poli-Grip, a ———_—_—_— —— = 
lus property investigating com-'! preparation for dentures. sas 
nittee, which raked over the rec- | . The campaign, prepared py | Gets ABP Recognition OPY SERVI CE 
57,778 wd of+the War Assets Administra- Cecil & Presbrey, New York, will| Associated Business Papers has RAPID C 
96,72 tion recently, balked at recom-| employ varying sizes and differ- extended agency recommendation 123 N. Wacker Dr., Chicago 6, til. 
118,97 mending legislation which would emt copy, and will run on sched- | in its 1947 — to — & a 
103,997 ‘ssure an opportunity for manu- ules of varying frequency. Advertising Agency, Passaic, N. J. ; 
92,24: facturers to buy back their own 
66.497 trademarked goods. 
86.701 The investigators found “chaos 
aT ate ind confusion” throughout the 
186,58: sales program. Costs of doing busi- 
antes ness were “stupendous,” they said, 
257,917 and regional offices were in a state 
ate aos of “complete disorganization.” 
Though they recognized that 
pe “some manufacturers may and 
66,01! probably are being injured” by 
ears the flow of branded goods into un- 


authorized hands, the committee 
members contended that the al- 


ho Thanks to alert Advertisers 


amendment of the statute, or a 
recommendation that War Assets 
revise its procedure. 


LJ. ... ee and their Agencies— 


argument that sorting and sepa- 


sid ees rating property for re-offering to 
121,375 the original manufacturer would 
54,31 far exceed any saving which might 
- 288.779 be gained from the reduction of Th P > KF d 
advertising and sales costs. The S rogresslive armer ma e greater 
6 201,15¢ committee had already found that 
9 bay 4 the decentralization of bi? ng 
; 373.04 [JB operations had been carried to the ° ° d Pee li h 
2 oy oH point where control over regional gains in a vertising inage t an any 
2 190,41 offices for a time was “almost non- 
° a rh existent.” 
0 Hos oe ee other monthly farm magazine in 1945 
ye It detected “inconsistencies and 
16 307,55 administrative confusion” in pric- 
0 ekter IE ing; a “catastrophic failure to have ° ‘ ! 
9 298,38 any inventory, and personnel of rar and again Ln 1946 | 
re extremely poor” caliber in ex- 
34 428,630 ecutive positions. 
: ane While it found the agency more 
95 339,538 efficient since the arrival of the 
> Cannes present administrator, Robert M. 
7% hee Littlejohn, the committee feared 
a sts that the total return from the sale 
82 61,2 of an estimated $29 billion of 
06g 381,399 property would be “negligible”; P ; 
75 = 370,2 and that it was even possible that yu 
32 368,604 the program would end up show- ad ' - 
oe — a8 
42 1,544,8 = a net loss. st f -- ONE MILLION 
n reply to George McMillan, s 
143 136,4 secretary of Bristol-Myers Com- SOUTHERN 
113 307 pany, who had asked priority for 
2 bak repurchase of his own goods (AA, | FARM FAMILIES 
Oct. 28), the committee explained : ) 
472 389, that the products of numerous Sasa a ag a 
oe manufacturers had ‘commingled” —— , 
832 20.52 in subsequent packing and use. 
430 359,318 Agrees With WAA hes to 
993 1,769 “While the separation might be TH Subscrt 
relatively easy on some items, the h g0Uv. 
difficulties inherent in it with re- C 
ere spect to numerous other items are 


‘+h that the argument of the War 


Assets Administration is a com- The ressive 
_ pelling one,” the report said. { 

‘es father than additional priori- 
panes Late tis, as Mr. MeMillan sought, the 


ssified ar 


- mittee recommendations were et 

8 fo simplification of the act to at 

nes I speed sales. One of the major 

595 2 ymmendations was that all 

rities end, except priority for 

9.506 5 le eral agencies to purchase for 
‘h ir own use. 

The sloppy business methods 


2,428 | W ich have been followed, involv- 
14,196 , . P 
2'616 as they have, inconsistent os ; 
3583 3 ‘ing, unexplainable delays in Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
- very, unreliable, misleading Pacific Coast Representative: Edward S. Townsend Co., San Francisco, Los Angeles 

o inadequate advertising, fail- 

— to meet specifications, delays 
G laking refunds on errors, fail- - 

AIN to insure that property sold 


N EEK t into proper business chan- 
: © and other deficiencies in busi- 
practice too numerous to 
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Dairylea Dodges 
Price-Rig Charge; 
Tells Co-op Setup 


Backs $100,000,000 
Annual Sales with 


tion told AA that the cooperative | 


would do no advertising on the 
butter investigation, and declared 
that reports had greatly exagger- 
ated the amount of money in- 


| volved. 


The Dairymen’s League has 26,- 
000 members, and does about 


|$100,000,000 a year in milk and 


butter sales. In size it compares 
closely with the famed Land O’ 
|Lakes Creameries, Minneapolis, 
/but where Land O’ Lakes concen- 
|trates on processed items, the New 


$150,000 Campaign |York league is principally a fluid 


New YorK—The Dairymen’s 
League Cooperative Association, 
which claims to be the largest co- 
operative fluid milk marketing 


| milk marketing group. 
Ads Total $150,000 Yearly 


| The Dairymen’s League spends | 
| about $150,000 annually, through 


group in the country, returned to| Agricultural Advertising & Re- 
New York newspapers last week search, Ithaca, N. Y., in advertis-|a cooperative, it does not think of 


with copy explaining that farmers | 
own the giant marketing organiza- 


tion. The advertising coincided | 


with the decision of city, state and 
federal authorities to investigate 
charges of rigging prices in the 
butter market. 

A representative of the associa- 


‘Domenber 
THESE POINTS 
WHEN YOU BUY 


RADIO IN THE 
METROPOLITAN 


NEW YORK AREA 


WAAT is the station in 
North Jersey — America’s 
Fourth Largest Market.* 


WAAT’S bonus audi- 
ence in the five boroughs 
of New York City is almost 
equal to WAAT’S North 


Jersey audience. 


When the time costs are 
considered, WAAT is the 


best buy! 


Kesdlt/ 


WAAT DELIVERS 
MORE LISTENERS 
PER $ IN NORTH 
JERSEY—AMERICA’S 4th 
LARGEST MARKET* 
THAN ANY OTHER 
STATION . . . INCLUDING 
ALL 50,000 WATTERS. 
(EVEN BEFORE CON. 
SIDERING THE BONUS 
AUDIENCE IN THE 5 
BOROUGHS OF NEW 
YORK CITY.) 


“Do you realize this market - ntains 
over 3% million People; more than 
these 14 cities combined: Kansas City 
Indianapolis, Rochester, Denver, At. 


lanta, Toledo, Omaha, Syracuse, Rich. 
mond, Hartford, Des M 
Fort Wayne, Dallas. 


KAT 


NEWARK-NEW JERSEY 


oines, Spokane, 
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ing to consumers and farmers. Its|itself as a social-conscious con-|his 20 cows each day in the gray 


copy appears spasmodically in 
metropolitan New York dailies, 
usually in special editions, such as 


ithe Herald Tribune’s Forum edi- 
| tion. Also on its newspaper sched- 


ule are Buffalo, Syracuse, Roches- 
ter and Troy. 

It presents a Sunday morning 
show, “‘Today and Yesterday,” on 
a 12-station upstate radio network, 
and the program has won a num- 
ber of awards. The league utilizes 
numerous farm papers. 

The association in its present 
form dates back to 1919, but from 
1907 to 1919 it existed as a bar- 
gaining organization. 

In talking to ADVERTISING AGE, 
|its representative emphasized that 
|although the Dairymen’s League is 


sumer group. “We’re like the Cali- 
fornia Fruit Growers Exchange,” 
he said. 

Regardless of the present inves- 
tigation with which the league is 
confronted, it is eager to tell its 
story to consumers. When it 
opened a milk plant in New York 
this fall, it held open house to 
show the public how milk reaches 
the market. 


Farm Workers a Problem 


And the league has other prob- 
lems. With the cries of consumers 
over the price of milk loud in its 


ears, it must face the fact that| 


fewer cows are available, and that 
the farm cannot compete with in- 
dustry and commerce for young 
people. The farm lad who milked 


|dawn has discovered the time- 
|clock, the 40-hour week and por- 
| tal-to-portal pay; and how they’re 
|gonna keep ’em down on the farm 
after they’ve seen Pittsburgh is a 
|prize concern for all farm groups. 
| Throughout most of the state, 
‘the league markets its milk under 
|the composite trade name “Dairy- 
|\lea”; in metropolitan New York 
it sells to restaurants, hotels and 
| other institutions, but these buyers 
|take nearly 50% of the total milk 
sales. 

No shoestring outfit, the league’s 
26,000 members average 17 cows 
and nine heifers, 150 acres of land 
‘and buildings and equipment 
| valued at $20,000. It has 105 milk 
and manufacturing plants, 16 
milk distributing organizations, 


It’s called “The Wall Street Journal”, but 
you'll find it wherever you find Industry. 


The Wall Street Journal’s circulation corresponds 
almost exactly with industrial employment—state by 
state. It has 87,868* subscribers—2),4 times as man 
as any other daily business paper—and a prove 
identified readership of 161,912*! 


It’s called “The Wall Street. Journal", but it 
is the only national business daily. 


Printed in both New York and San Francisco— 
mailed daily from five strategic cities after fast air- 
freight bulk delivery — The Wall Street Journal 
speeds its business news and interpretation to key 
executives everywhere. It’s worldwide in reporting 
—national in distribution. 


It’s called “The Wall Street Journal”, but its | 


reporters have 5,500 leading American busi- 
nesses on their beats. 


As the newsmen of an ordinary daily paper cover 
olice headquarters, public meetings, fires, and acci- 
ents, The Wall Street Journal’s reporters have as 

their regular beat these leading American busi- 

nesses. Because Wall Street Journal writers originate 
the bulk of all business news, they have time to inter- 
pret it fully with its very first appearance—anywhere. 


It’s called “The Wall Street Journal”, but it 

has the largest business reporting staff linked 
by the largest private-wire system of any publica- 
tlon—anywhere. 


Sixteen news offices—131 full-time staff reporters 
and 102 correspondents cover business America for 
The Wall Street Journal. This unique organization 
gives The Wall Street Journal readers complete and 
timely news by men who know thoroughly the 
businesses on which they report. 


It’s called “The Wall Street 
Journal", but it is read by 93,601* 
decision makers of business and industry. 


These Presidents, Owners, Officers, General Man- 
agers, Purchasing Agents and Department Heads 
are the bull’s-eye of your target in selling to business 
and industry. In The Wall Street Journal your adver- 
tising reaches these executives side by side with 
news vital to their jobs. 


delivers more management executives per 


~ It’s called “The Wall Street Journal", but it 
advertising dollar than any other publication. 


Because it is edited especially for them, because it is 
authoritative, complete and easy to read, The Wall 
Street Journal irresistibly attracts the decision mak- 
ers of business and industry. You get more of these 
decision-making executives per dollar when you ad- 
vertise in The Wall Street Journal. 


*These figures are based on the September 30, 1946 attained ABC circulation of 87,868. However, by the 
close of 1946 the circulation and readership figures quoted in this advertisement had increased 10.39% 
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650 league-owned trucks (they 
carry 30% of its members’ milk), 
10 plants for handling dairy prod- 


ucts, and facilities for handling 
seasonal milk above fluid milk 
requirements. 


And the group says frankly: 
‘The present Dairymen’s League 
had its beginning in the post- 
World War I period when many 
milk producers found themselves 
without markets and low milk 
prices, and lack of organization 
generally prevailed.” 


Appoints Two V.P.s 


Reinhold-Gould, Inc., New York 
wholesale paper distributor, has 
elected Fred H. Pinkerton, sales 
manager, and Charles V. Morris, 
director of trade relations, as vice- 
presidents of the organization. 


Sylvania Boosts Goddard | Nunn Stations 
Charles H. Goddard, assistant | S ll S - 

general manager of the lighting | 

division of Sylvania Electric Prod- | e tock to 

ucts, has been appointed general 

manager of the fluorescent fixture Local Managers 

division, with headquarters at Ips-| Lexincron, Ky.— To intensify 

wich, Mass. Mr. Goddard, who| the local approach in management 


thandise manager of the ‘iuores. operations of its group, Nunn Sta- 

as ; | tions, headed by Gilmore N. Nunn 
cent fixture division, had been vice- ny - be 
president of the Pittsburgh Re-| President of corporations operating 
flector Company, with which he WLAP, Lexington, WBIR, Knox- 


was associated for 14 years. ville, Tenn., KFDA, Amarillo, 


|Tex., WMOB, Mobile, Ala., and 
. » | WCMI, Ashland, Ky.-Huntingt 
Dupuy to ‘Good House’ | png ee oe 
Frank R. Dupuy Jr., for 


|W. Va., has sold portions of com- 

) ; 16|mon stock in WLAP and WBIR to 
years engaged in Pacific Coast ac- 
tivities for Hearst Publications, 


executives who have been oper- 
has joined the Pacific Coast staff be ge A gl eel vege al age 
of Good Housekeeping. Mr. Dupuy | 
spent four years in the Army dur- | WCMI, WMOB and KFDA. 


ing the war. | Executives who have purchased 
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stock are J. E. Willis, former as- arrangement, local managers who 


, sistant general manager of the | 
|Nunn Stations; Miller Welch, local | 
| manager of WLAP, and John P. 
Hart, WBIR manager. Mr. Willis 
becomes vice-president and gen- 
eral manager as well as a director | 
of the company. Mr. Welch be- 
comes a director in the corpora- 
tion and will also remain station 
director. Mr. Hart becomes vice- 
president and general manager as 
well as a director of the corpora- 
tion operating WBIR. 

Nunn Stations previously has 
been operating on a management 
committee plan under which all 
station managers and executives 
formulated and directed opera- 
tions through a series of policy 
meetings held several times each 
year at Lexington. Under the new 
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have become part owners will di- 
rect their stations’ local activities. 
Majority stock ownership remains 
with Gilmore N. Nunn and J. 


Lindsay Nunn. 


Martin Joins Dreher 


Catherine H. Martin, designer 
and merchandiser of children’s 
clothes, and formerly with Lord 
& Taylor in the children’s depart- 
ment, has joined Monroe F. 
Dreher, Inc., New York advertis- 
ing agency, to direct promotion 
on the Lonsdale Company account. 
During the war Mrs. Martin 
served with the Red Cross in 
Washington, where she was re- 
sponsible for all uniform and tex- 
tile procurement. 


Plans Neckwear Drive 


Crown Company, Chicago, 
maker of Dunham neckwear, will 
use the theme “Watch Your Eye- 
line, Everyone Else Does” in its 
forthcoming national magazine 
campaign. Craig E. Dennison Ad- 
vertising Agency, Chicago, handles 
the account. 


- Because — 
KEPT and STUDIED 
- ...MOT 7 
Read and Discarded 


500,000 


GUARANTEED 
CIRCULATION 


Four dynamic sports-picture 
annuals spread your advertis- 
ing over a whole year at sur- 
prisingly low cost. Estimated 
6 to 10 readers per copy— 
every issue a sell-out—each is 
timed for longest possible 
pulling power. Interest in 
spectator sports now at all 
time high assures continued 
growth in effectiveness. Write 
today for full details. 
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ELBAK PUBLISHING CO. 
Dept. A-117, Mt. Morris, Ill. 
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il I think somebody should start a|chitectural Forum, Architectural | 
“a To the Editor: It seems to me |counter-movement to introduce in| Record, Progressive Architecture, | 
“HA a very unfortunate thing that the |this country the charming Spanish |Engineering News-Record, Con- 
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Amenities Are Vital, 
This Writer Holds 


SFADIBL seems to be gathering 
momentum so rapidly. 


After all, while it is true that “SSQBSM de VU” We pretested this ad by showing 
most of the people whom I call|/which, when translated, means |it to a selected list of building men 
“dear” in letters are by no means |“Your servant whc_ kisses your |—architects, contractors and engi- 
dear to me, this is just one of | hand.” neers. Out of 40 replies we had 
life’s little pleasant amenities G. C. Buzsy, one criticism—we weren’t tough 
without which the world would be President, Automotive Divi- enough on labor. Consensus was 


an even grimmer place than it is. 

If we didn’t have any of these 
amenities, we would all go around 
scowling, barking and sneering at 
each other. 

We also say “how do you do” 
to a great many people about 
whose health and welfare we are 
completely indifferent, and we say 


This department is a reader’s forum. Letters are welcome. 


whom we would like to see pushed 
off a precipice. 


custom of closing business letters 
with— 


sion, Chilton Company, Phila- 
delphia. 
7 @ F 
Ceco Ad Says W-O-R-K 
to Lick Nation’s Ills 
To the Editor: The attached 


proof covers a subject we think 
|needs to be talked about by more 
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THERE'S A tour Lele Word vor IT: 


we have inserted this ad in Janu- | 
ary issues of Business Week, Ar- 


structor, American Builder, Prac- 
tical Builder and Modern Hospital. 


that this ad constituted news in| 
the business world in general and | 
the construction field in particu- | 
lar. 
Therefore, we decided to mer-/| inquiries during 1946; all United|the price of the respective cars 
chandise this ad by mailing it with |States senators and representa- | will not advance as high as would 
a letter, signed by our company | tives; national and state manufac- be the case if the advertising were 
|president, to all architects, con- turers’ associations; and United not increased. 
tractors and engineers; our agents | states, state and city chambers of Perhaps, if each advertiser and 


CECO STEEL PRODUCTS CORPORATION 
oene . 


RAL OFFICES: S70! Wort DOth Biveet, Chicege 50, Hines 
Othces warehevees end femrnemng plants prmpe! chee 


Pe “goodbye,” or “farewell” to others | people. To help spread the gospel, 'and dealers; all people who sent us commerce. The mailing went out advertising publication carefully 
i Jan. 8. The reprint is in the!considered the possibility of pre- 
* form of a standard four-page|senting identical information 


, a man is going to be 
an American at all let him be so without any qualifying 
adjectives; and if he is going to be something else, let him 


drop the word American from his personal description.”’ 
—HENRY CABOT LODGE. 


“The form will be ready at noon. Ship two plates 
today. We are a day behind closing date.” * 


We often receive an assignment of this nature 


folder with a Business Week cover.|through a positive headline, we 
‘In the letter we say simply that a | will have less threat to our present 
‘lot of people have said what we system of free enterprise which 
are saying but that we think more|you and many of the rest of us 
people should say it. |believe is right and should be 
This promotion hasn’t been seen | maintained. 
by any other advertising people Since criticism has been pretty 
outside of our agency—Goodkind, | generally leveled at advertising as 
Joice & Morgan, Charles O. Puffer,|a part of the free enterprise sys- 
account executive, who wrote the! tem, I wonder if a dual purpose 
copy. But our own people have | may not be served by reconverting 
seen it, and go out of their way wherever possible from negative 
to be enthusiastic, and every busi- to “positive headlines.” 
ness man who has seen it so far Lew CASE. 
has commented favorably. George D. Barnard Company, 
What’s your reaction? St. Louis. 

— Don Poor, [Editor’s Note: Mr. Case’s con- 
Advertising and Sales Promo- cept of “positive” and “negative” 
tion Manager, Ceco Steel (headlines is interesting, but AA 
Products Corporation, Chi- has only one concept of headlines: 
cago. that they be informative and ac- 

| "YF curate. Anything can be twisted, 

‘Spots 10-Karat Drop but we don’t agree that the casual 

To the Editor: The reproduction reader would immediately get the 

impression from the Ford head- 

line that the price of cars was be- 
|ing raised. ] 


of a personalized book advertise- 
ment in The Pay-off on Page 39 
of the Dec. 16 issue of ADVERTIS- 
ING AGE drops a few karats, that | 
is 


. 7. 


If you look at the headline of 


| Distinctive Spelling 


and we perform it because a customer is in 


trouble. However, to make shipment in so brief 


a period, some skimping must be resorted to 
in various steps of production. Moulding may 
be speeded, plating time shortened, or finishing 
lessened. And an electro made under such con- 


ditions costs no less than the better plate pro- 


duced within the normally required time. * We 
“ realize emergencies will occur but our cherished 
is wish would be fulfilled could they be avoided. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS + STEREOTYPERS 


the advertisement it offers per- Saves the Day 
|sonalizing in 24 kt. gold stamping, To the Editor: Two advertise- 
but by the time one gets to the|ments appeared simultaneously in 
‘real selling copy (plug) it says| your Nov. 18, 1946, issue. 
you get it in 14 kt. gold stamping.| Copywriters have always lived 
I often wondered how far off the|in fear of similar headlines ap- 
gold standard we have gotten—| pearing at the same time in the 
—now I know. ‘same publications. So, congratu- 
Ten karats! lations to the San Francisco Ex- 
,aminer and McGraw-Hill Pub- 
|\lishing Company for developin: 
a new hedge—incorrect spelling 
against exact duplication. 
Webster, in his best-seller (Un 
;abridged Dictionary) says they ar 
both wrong! 
It’s “eeny meeny miney mo!” 
ETHAN ALLEN, 
Garfield & Guild, Advertising, 
San Francisco. 
= @ 


R. L. LENHERT, 
Erwin, Wasey & Co., New 
York. 


>, Fo 


Reader States His Case 


on ‘Positive’ Headlines 
To the Editor: In these days of 
justified and unjustified price 
changes, there is in my opinion a 
disservice to advertising, merchan- 
dising and the entire free enter- 
prise system being promoted| Sends Congratulations 
through negative headlines, de-| To the Editor: I join the accla 
fined as follows: for Mr. Luckman’s talk and if y 
“A negative headline is one publish reprints, would appre: 
which can be requoted in con-| ate a copy, if you please. 
tributing to the formation of an Congratulations on the 
opinion contradictory to the intent work you are doing—I enjoy it : 
of those responsible for the article | but very specially the “Creat 
so headlined.” Man’s Corner” and “You Ought 
My comment to you is suggested Know.” 
by a front page headline in your 
issue of Dec. 9, reading, 
“Ford Doubles Per-Car Ad Bud- v,vwe¢ 
get; Others May Follow.” . ° 
“New Figure Is $20 for Ford, Asks Reprint Right 
$40 for Lincoln and Mercury; JWT To the Editor: I should like 
Handles All.” have permission to reprint, in p 
A re-quote of either or both in one of my terrible publicati 
headlines to the casual reader or) (“Trailer Talk’’) that editorial! 
listener would infer that his Ford| yours based on the slogan: “19 
is to cost him $20 more or a Lin-|. . . Could Be Heaven!” 
coln and Mercury, $40 more. Full credit will, of course, 
As I understand advertising, the given. 
allocation of this amount per car 
will accomplish increased sales at 
reduced production costs, so that 


ROBERT TINSMAN, 
Bloomsbury, N. J 


JEROME P. FLEISHMAN, 
Editor, Fleishman Busines 
Publications. Baltimore. 
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Samish, Saudek 


Get New ABC 
Assignments 


New YorK — The American 
sroadcasting Company has done 
yme_ first-of-the-year reorganiz- 
ng, featured by the appointment 
f Adrian Samish, vice-president 
, charge of programs, to be addi- 
tionally vice-president in charge 
of television. 

Robert Saudek, formerly direc- 
tor of public service, was named 
head of a new department of pub- 


lic affairs combining the  net- 
work’s public service, continuity | 
acceptance and publicity depart- | 
ments. Grace M. Johnsen, for- 
nerly assistant director of public 
service, was appointed manager 
of the continuity acceptance de- 
partment. 

ABC’s production staff added | 
Thomas M. DeHuff, formerly a| 
copywriter for Consolidated Edi- | 
son Company and earlier with the | 
National Broadcasting Company's | 
advertising department. 

Mr. Samish’s new assignment 
pointed up the network’s televi- | 
sion plans for 1947 which, he an- 
nounced, emphasize “improvement 
of our techniques and facilities,” | 
including the start of construction | 
of ABC television stations in at 
least three and perhaps five cities. 

ABC, which airs its video pro- 
grams on five stations owned by 
other companies, now holds televi- 
sion construction permits for Los 
Angeles, Detroit and Chicago, and 
expects FCC approval on applica- 
tions for New York and San 
Francisco. The Los Angeles sta- | 
tion probably will be the first to | 


get into operation, with Detroit 
second. 
Paul Mowrey' continues _ as 


ABC’s national television director. 


United Distillers 
' Appoints Lichine 


United Distillers of America, 
Inc.. New York, has appointed 
Alexis Lichine, recently released 
from the Army where he served 
as a Major in military intelligence, 
manager of the newly formed 
import division. 

Mr. Lichine has just returned 
from France where he secured the 
agencies for United Distillers of 
Godet cognac, Henriot champagne, 
Dolin-Chambery French vermouth, 
Vercherre & Co.’s and J. Thorin’s 
burgundies, H. Jaboulet - Ver- 
cherre’s Rhone Valley wines, and 
A. Schyler & Co.’s_ Bordeaux 
wines. 


. . 

Plans ‘47 Whisky Drive 
Brown-Forman Distillers Corpo- 
ration, Louisville, has plans for a 
four-color 1947 magazine cam- 
paign for Old Forester and King. 
The magazine list includes Ameri- 
can Magazine, Collier’s, Cosmopol- 
tan, Esquire, Gourmet, Harper’s 
Bazaar, Life, Newsweek, Redbook, 
rhe New Yorker, Time, Town & 
‘ountry, and United States News. 
‘ewspaper copy will also be used 
or King. Ruthrauff & Ryan, Chi- 

. handles the account. 


PARDON US 


Some New Customers 
Are Waiting For You 


if vour business is something 
to eat or drink 


or something to wear, or just 
ut anything. Here's a market 
really responds to the “invi- 
yn to buy.” For the Negro 
‘s to his race press with con- 
nce and lIcyalty. Your adver- 
ig in these papers can win 
response and regular patron- 
of this 7 billion dollar mar- 
ke. Get the facts on some of the 
‘cess stories built by advertis- 
in this live field. Drop a let- 

or post card today to 


Int rstate United Newspapers, Inc. 
4S FIFTH AVENUE, NEW YORK 


Reinhart Knudsen of Botsford, 
Constantine & Gardner, the com- 


Now Margo Wine Co. ‘ V . 
Seater Geel tute niec, Front! Is Lively 


i i j istribu- = any’s advertising agency, is writ- 
Philadelphia, vintner and distribu Hotel Magazine pany § ag y 


tor of California wines and brandy, ten in a light style, but it treats 
has changed its name to Margo SEATTLE—Western Hotels, Inc.,| the hotel worker as a skilled tech- 
Wine Company. John A. Margolis operator of 17 Pacific Northwest nician in the business of hospi- 
is president. ‘hotels, has begun publication of | tality. 

'“Front!” a monthly house organ In its first issue, “Front!” an- 
‘for employes. The first issue has |nounces incentive plans including 
gone out to 2,500 Western Hotels | scholarships to Cornell University 


Appoints Pan American 
The China Daily Tribune, 


: : 'workers. ‘for study of hotel management and 
Shanghai, has appointed Pan| ~° y g an 
American Sulitcae Represen- | On the theory that hotel em- | operation. With a liberal use of 
tatives, New York, as United|Ployes must have a _ sense of|cartoons and humor, it stresses 


States representative. ‘humor, the publication, edited by | courtesy practices for employes, 


plus informative 
hotel maintenance. 


stories about 


Tele-tone to Harrison 


Tele-tone Radio, New York, has 
appointed Lester Harrison, Inc., 
New York, to handle forthcoming 
consumer and business paper cam- 
paigns. 


‘Perlman Appoints Posner 


A. M. Perlman, Inc., New York, 
textiles, has appointed Posner Ad- 
vertising Agency, New York. 


“how do you know 
it's a very 
important job?” 


22 OE SO OO QE OS OPS © 222 2ee2eeee 


Easy to know what paper gives top-notch press 
performance — making it a first choice for impor- 
tant jobs. Just seeing INTERNATIONAL OFFSET 


in action makes that clear. 


You'll like the way it lies flat. It is strong, sur- 
face-sized and fuzz-free. Equally adaptable to 
letter-press or offset, it takes long runs of single 


or multiple color with the greatest of ease. 


Keep INTERNATIONAL OFFSET in mind for 
those booklets, brochures, broadsides where 


handsome appearance is a special asset. 


Current shortages of raw materials, coupled 


“because they said 
‘use International 


with the great popularity which this paper en- 
joys, mean quantities insufficient to meet every- 
one’s needs. Our facilities as the world’s largest 
maker of papers are constantly at work to in- 
crease available supplies. International Paper 


Company, 220 East 42nd St., New York 17, N. Y. 


, INTERNATIONAL 
PAPERS Suiting 
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Joins Advertising Ideas 


Norma A. Schilder, formerly 
with the Brooklyn Eagle und the 
S-M News Company, has joined 
Advertising Ideas, Inc., New York, 
as copy chief. 


Trucking Group 
Adopts Checks 
as Ad Medium 


WASHINGTON — Upon learning 
|that the average check is handled 
by about 16 persons throughout 
its circulation life, American 
/Trucking Associations, Inc., has 


‘companies can use their checks 
‘for advertising as well as for pay- 
iment of funds. 
| While use of company names on 
|checks is nothing new, ATA mem- 
bers have decided to use two re- 
verse panels on the checks, carry- 
- ling “Everything Americans Eat, 
in ADVER TISING Use, Wear, Comes All or Part Way 
by Truck,” and “America’s Cities, 
Great and Small, Depend on Motor 
Trucks for Food.” Added to the 


Building SupplyNews 


in LEADERSHIP 


is IT oR 
sMALL TOWN COMING 
MAURBAN TOWN % T NEXT WEeKe 
“ = 


devised a plan whereby member | 


panels are three cuts, one showing 
the ATA insignia, one showing an 
‘illustration of a pay window and 


| carrying the notation, “Trucking | 


employs more than three and one- 
|half million people.” At the bot- 
'tom of the check is another with 
'the significant reminder, ‘This Is 
| Motor Truck Money.” 

Despite all the added promo- 
|tional material, the checks meet 
all bank requirements. They were 
developed and printed by The 
Todd Company, Rochester, N. Y. 
The checks will carry the names 
of the various member companies. 


Launches Premium Drive 


National Biscuit Company, New 
York, will launch a special pre- 
mium campaign in 61 Sunday 
comic supplements during Janu- 
ary and February for Nabisco 
Shredded Wheat. Nabisco will use 
one-third page full-color inser- 
tions in Sunday supplements and 
full pages in comic books. The 
premium, a self-adjusting compass 
ring, will be offered for 15 cents 
and a Nabisco Shredded Wheat 
box top. 


| 
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GAIN AND LOSS PERCENTAGES — 52 CITIES 


MONTH 
NOVEMBER 1946 - 1945|LOSS i (‘“‘sSCO;O;~™; ieee er GAIN 
| CLASSIFICATION ren coe 20 10 0 10 20 30 40 50 
| RETA 18.7, | . a ee +5 Ned 
GENERAL 2.2 a 
AUTOMOTIVE -12.8) 
FINANCIAL cc wl 
TOTAL DISPLAY 13.1 
CLASSIFIED 30.8 
TOTAL ADVERTISING 16.6 
DEPARTMENT STORES oe — 
CE eT aleteibdeeniatia 
JAN. 1-NOV.30,1946-1945] LOSS” GAIN | 
| CLASSIFICATION | mece | 29 01 10 \ a 2 ae 
RETAIL 25.8 
GENERAL 8.5 
AUTOMOTIVE 25.8 
FINANCIAL 21.9 
TOTAL DISPLAY 21.7 
CLASSIFIED 32.5 
TOTAL ADVERTISING 24.2 
DEPARTMENT STORES | 23.5 


NOVEMBER NEWSPAPER LINAGE — Classified continued to show a lead in 

Media Records’ November tabulation of advertising linage in 52 cities, with a 

gain of 30.8% compared with the same month a year ago. 

gained 16.6%, compared with November, 1945. 

1-Nov. 30, 1946, all classifications showed substantial gains over the same period 
of 1945, with total advertising 24.2°/, ahead. 


Total advertising 
In the Il-month period, Jan. 


The most spendable money in America 
seems to line the pockets of Southern 
California’s millions. Retail sales per capita 
top the national average by 37°). And there 
are 5,101,000 people spending that kind of 
money here in the nation’s third largest 


market more coming every day. What 


easy money for the alert advertiser ! 


LOS ANGELES 


EXAMINER 


Represented Nationally by Hearst Advertising Service 


The Los Angeles Examiner 
grows faster than its market 


Predicts End of 
Package Material 
Shortages in ‘47 


New YorK—End of the problem 
of shortages in packaging mate- 
rials and equipment which has 
plagued manufacturers in every 
line of industry for more than five 
years, will in all probability be 
ended during 1947, according to 
a survey published in the January 
Modern Packaging. The solution 
will be, the publication declares, 
a leveling off of demand plus in- 
creased expansion of the pack- 
|}aging industry. 


= | According to the survey, pro- 


duction of packaging materials in 
almost every category is above 
prewar levels. Demand, however, 
has so far exceeded supply in 
goods that packaging facilities are 
inadequate. 

Contrasted with prewar levels, 
_ the survey shows, 1946 levels are 
| up 60% for paper and paperboard, 


:|40% for cans, 115% for glass con- 
‘| tainers, 25% for cellophane, 300% 


for plastic closures, and 48% for 


ee | collapsible tubes. 
| 


According to Modern Packaging, 
|production of paper and paper- 
| board for packaging rose from a 


= | prewar level of 12,036,421 tons to 


19,200,000 tons for 1946, while cans 


went up from 19 billion in 1944 
to 24 billion in 1946. Glass con- 
tainers are limited as long as the 
shortage of soda ash—which ap- 
parently will remain under gov- 
ernment allocation systems—con- 
tinues. Increasing availability of 
metal containers, especially in 
food and beverage fields, will take 
some of the strain off the demand 
for glass. 


Names Newby & Peron 

Kungsholm Baking Company, 
Chicago, manufacturer of Ice Box 
cookies and other cookie products, 
has placed its advertising with 
Newby & Peron, Chicago. Radio, 
newspaper and other media will 
be used. 


To Ridings & Ferris 


Ridings & Ferris, Chicago and 
|New York, has been named to 
| handle the publicity and public re- 
|lations of the Todd Company, Ro- 
| chester, N. Y., maker of fraud-pre- 
venting checks, Protectographs 
|}and payroll systems. 


'Tutch Latch Co. Moves 
| The Tutch Latch Company, a 
division of Phillips Screw Com- 
pany, has moved its main offices 
‘from Portland, Ore., to 40 Ex- 
‘change Pl., New York, retaining 
in Portland an office at 804 Jour- 
‘nal building for executive busi- 
;ness only. C. M. Cameron is presi- 
{dent and general manager. 
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WASHINGTON—Department store 
sales the week ending Jan. 4 were 
39% greater than in the first week 
of 1946, Federal Reserve Board 
figures show. 

The gain, greater than the aver- 

age in recent weeks, is explained 

in part by the fact that many more 
= stores were closed Dec. 31, 1945, 
2-4 than on Dee. 31, 1946. 

The San Francisco (12th) dis- 
trict had the greatest gain—53% 
—for the first week this year and 
the Richmond (fifth) district the 
lowest, with 22% dollar volume 
zain. San Antonio’s 91% gain was 


| 


| 


—— the highest reported, and Wichita’s 
t% gain the lowest. 

‘ % Gain Over Same | 
lead o Week Last Year 
with a Week Ending 
ertising Federal Reserve Dec. Dee. Jan. 
yd, Jan. district and city 21 28 4 
» period UNITED STATES.. 26 r77 39 

Boston District .... 27 80 36 

New Haven ..... 26 87 54 

: WOROR. oseccws cvs 32 82 39 

in 1944 Springfield ...... 21 85 34 

ass con- Providence ...... 26 70 30 

> New York District 31 r77 42 

B as the oo ) a ra r27 74 46 

lich ap- Bulfalo ......... 52 170 32 

ler gov- New York ....... 28 77 42 

ns—con- Rochester ....... 35 83684 58 

sy: gy | 41 rsg6 48 

bility of Bf pisadelphia Dist... 26 161 35 

ially in Philadelphia ..... 22 #52 31 

will take Cleveland District... 27 rg2 39 

demand ee 21 ~=r69 46 

Cincinnati ....... 24 rs2 38 

CROVOIOME 6c i vivn 27 rili4 35 

CommbUs ....6%. 22 74 41 

. iy... 12 rs3 26 

ron Pittsburgh ...... 35 75 44 

/ompany, Richmond District... 16 56 22 

Ice Box Washington ..... 11 60 13 

products, Baltimore ....... 23 45 37 

ng with Atlanta District ... 22.) r75 25 

», Radio, Birmingham .... 21 84 36 

aglis rj BNE ear sos aks y <i 26 64 22 

edia will pO are 22 sr8t 36 

New Orleans ... 20 85 11 

NOBNWING 2.1.56 5. 35 r55 35 

Chicago District ... 28 rsl 38 
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The Bright Leaf Tobacco Belt is 
located in Eastern North Carolina 
in one of the richest agricultural 
areas in the nation. This area has 
a population of 600,000. Last 
year’s tobacco crop alone brought 
over $175,000,000 into the 
market. 


The regional station for this 
rich and fertile market is WRRF 

. the favorite with the 67,000 
radio homes in Eastern North 
Carolina. WRRF is the only ad- 
vertising ‘buy’ that fully covers 
this ‘‘as good as gold’’ market. 
Year after year this market in- 
creases its buying peat + Oe 
year after year WRRF brings ex- 


ceptional results to its advertisers. 

rice WRRF today for full in- 
formation on selling your product 
in Eastern North Carolina. 


SIONAL 
‘ATION 


NATIONAL 
PROGRAMMING 


TAR HEEL 


oadcasting System, Inc. 


Washington, North Carolina 
National Representatives 
FORJOE & CO. 


se New ‘ork . Chicago . Los Angeles 


Federal Reserve Figures on Department Stor 


Port Werth ...s. 17 55 32 
Pe ae 26 69 46 
San Antonio ..... 26 73 91 
San Francisco Dist. 27 74 r53 
Los Angeles Area 25 72 57 
7 ol) ere +s +* ** 
e Sales San Francisco ... 23 70 51 
POPSIANG «nu sess 29 72 62 
Indianapolis ..... 27 88 9 Salt Lake City... 23 79 75 
pe ee 31 79 20 at! ae 26 87 26 
Milwaukee ...... 23 74 57 ae 
St. Louis District... 26 r96 31 r—Revised. 
Little Rock ...... 7 62 34 **_[Data not available. 
EsOUIeViliG ......% 26 88 25 | 
ere 25 106 33 
po) ee 26 88 30 Textron Boosts Fuller 


Minneapolis District 
Minneapolis ..... 
re 
Duluth-Superior . 


Kansas City Dist... 18 r69 35 | York, has been appointed assist- 
Denver .......... 3100 127 65 (ant general manager of the home 
Stamaan Gots is elas at . P ‘fashions division, to concentrate 
St. Joseph ....... 14 148 33. | OM Selling, promotion and mer 
Oklahoma City 20 49 1, |Chandising. Miss Fuller joined | 
Tulsa ....... ‘ee . oe 29 | Textron in May, 1944, from House | 

Dallas District 25 =r63 45 | Beautiful, where she was associate 
DATE. xcvcves ss 29 59 32 | publisher and merchandise editor. 


(Not available 


) 


Margaret 


A. Fuller, for two 


years director of retail public re- 


lations for 


Textron, Inc., New 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


bg ; 


. Also Publishers of Beauty Fashion 


Is This A Good 


Headline For 
An A.B.P. Ad? 


“Make Each Advertising Dollar Sell More Goods” 


The president of a large mid-western advertising agency thought 
so and suggested it to us. 


We think he’s right. But it’s more than a good headline. It is a 
perpetual and urgent challenge to every ad man. Currently it 
is an ultimatum. . 


Manufacturing costs are up. Distribution costs are up. They 
may go still higher. 


Selling and advertising costs are high, too, but the return on the 
selling and advertising dollar can be improved -- must be im- 
proved, by making each advertising dollar sell more goods. 


The production men in the plant are not overlooking a single 
bet which will increase the efficiency of production machinery. 


A tenth of a cent saving on the cost of the product causes great 
rejoicing. But, what profit accrues to the company if, through 
faulty advertising, we waste even one cent on distributing the 
same product. It is in the advertising man’s power to increase 
the efficiency of the distribution machine to keep pace or reach 
ahead of gains in production. 


Why is it that some sales managers always are ready to hire 
more salesmen to increase their sales but hesitate to increase 
their ad budgets? 


How do you accourt for the fact that they will rely on the law 
oO; averages in the case of sales calls —- and deny its power in the 


case of ad-calls? 


. 


9\ 


ABP’s BUSINESS 


They'll agree that more sales calls will result in more sales, yet 
deny that the same rule applies to ad-calls. 


Maybe we haven't sold hard enough. If the law of averages works 
in one case why shouldn’t it work in the other ? 


The fact of the matter is that it does...IF ... your ads appear 
in the right publications; at the right time, with the right 
message so that the right reader is influenced to take the right 
steps. And you have the most efficient machine in the world to 
help you do that job namely, the good business paper. 


Your advertising dollar obviously will produce more sales, if 
you'll cause more potential buyers to react more favorably to 
your advertising .. . that’s simple arithmetic. 


Advertising copy should be written to influence the buyer. It 
should be written to get the man whose business you want, to 
reach for his pen, not to suit some blue-pencil fanatic. Advertising 
copy must seli, not fatter somebody's ego. It must get your 
story before the right people; tell them what they want or need 
to know; convince them that they will benefit by using your 
product; and you must make it easy for them to act. Do that 
and your ad dollar will produce . . . your advertising costs reduce. 


P.S. We've got a little booklet called ‘‘Hit the Road’ which 
tells you how you can obtain this kind of copy material. A letter 
or a post card addressed to Room 1713, 205 East 42 Street, 
New York 17, N. Y., will send your free copy on the way. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


‘S TO BOOST YOUR BUSINESS 
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56 
Transport Unit Elects. | 


Harold Crary, vice-president of | 
traffic and advertising of United 
Air Lines, has been appointed | 
chairman of the advertising com- 
mittee of the Air Transport As- 
sociation for 1947. 


Chicago Sournal of Commerce 


'Board with 


conducted by the Bureau of Agri- | 


,;planning the study are former 
BAE employes who joined with 


Research Center 
Starts New “47 

|university (AA, Sept. 23). 
Consumer Study hades the ot developed by 


Ann ArsBor—lInterviewers of the |Dr. Lickert at BAE’s division of 


the new research center at the 


Survey Research Center of the | program surveys, highly skilled | 


University of Michigan have set|interviewers conduct hour - long 
out to provide the Federal Reserve |meetings with members of the pre- 
information on the|selected sample to learn the 
consumer’s current earning, saving |amount of savings and their plans 
and spending status. for use of liquid assets. 

Patterned after a similar study | 25% Add No Savings 


cultural Economics last year, the | 1946 report released by 


The 


‘survey is expected to indicate the| BAE and summarized in ADVER- 


extent of resistance to current! :sinc AGE and in three issues of 


/price levels, and the possibilities | the “Federal Reserve Bulletin” 


of further inflation or deflation. last summer, revealed that about 

The new survey will involve|a quarter of American spending 
about 3,000 families on an area/units had accumulated no war 
sampling basis covering the entire bonds or other savings during the 


‘country. Most of the technicians | war. 


It was estimated from this 1946 


S.T 


“survey that 10% of the spending 
‘units owned 60% of the vast sums 
put into war bonds and other 
savings during the war. 
Beginning late in May, the Fed- 


COMING J 
a NEXT WEEK® 


| They 
They 


Read Ir... 
Advertise in It. 


Rural acceptance of The Weekly Kansas City Star is ex- 


pressed in two ways: 


First, in circulation—420,000 subscribers, all of whom paid 


for the paper from one year to three years, cash in advance, 


and none of whom received a premium or other side induce- 


ment of any sort. 


Second, in advertising. The Weekly Kansas City Star is 


the farmers’ own advertising medium. 


In offerings of farm 


land, produce, poultry stock, used machinery and such-like 


barter and trade, The Weekly Star leads its nearest com- 


petitor seven to 


one! 


Ask your advertising agent if any 


other farm weekly covers the Mid- 


west so thoroughly, so cheaply. 


The Weeklu Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


120.U87 Paid-in-Advanee Subscribers 


bol Rensis Lickert in organizing | 


Advertising Age, January 20 1947 


eral Reserve Board hopes to have 
enough of these case interviews 
to get a clue to whether consumers 
are planning to spend so much | 
more that inflationary trends will 
get completely out of hand; so 
little that the level of employment | 
will be threatened, or just about) 
/enough to bring demand into line 
|with supply while industry is 
'going full blast. 
| The survey will also study the 
|question of how many consumers 
intend to buy certain major items | 
|in 1947. The published results are 
‘expected to help business men, | 
labor leaders and others deter- | 


mine whether consumer spending | 
| 


A SUPER DISH WASHER 


SOVASUDS 


Not a Chip-Not a Powder-It’s a Liquid 


MORE ECONOMICAL 
THAN MOST SOAPS 


Sovasuds is a product developed by Socony-Vacuum 
Oi! Company to wash high gloss finishes. Today, with 
the high cost and scarcity of soap, it is being made 
available as an economical and super dish washer, 
And how Sovasuds washes dishes—grease vanishes 
other food deposits slide off the dish with one 
quick touch of the cloth. With Sovasuds there is no 
need to dry your dishes—after washing, rinse and 
place in rack—they dry with a shine. 

How about your hands? 


Well, Sovasuds is kind to hands and skin—it con- 
tains no harsh ingredients. In fact, jt has a lotion-like 
base which protects the skin even against the water. 


will last through the coming year. 

Interviewers will also seek to, 
learn the percentage of persons 
who were able to fulfill their buy- 
ing expectations last year, and 
the percentage that had to post-| 
pone their plans because of short- | 
ages, prices or other contingencies. | 


FOR VA You get a large dishpan 


full of FOAMING, CLEANSING SUDS 


OTHER USES) TXCHLLENT FOR Windows, 
nooss 


AN® WwOOowoRK 


Britain to School | 
Display Art Students | 


| _ The British Display Association, 
alarmed at the shortage of com- | 
petent window display art work- | 
ers, has arranged with the British 
Ministry of Labor to offer a dis- 
_play course for personnel to be | 
selected by regional officers of the 
Ministry with the advice of as- 
sociation members. The course 
| will include not only actual dis- 
|play techniques but also studies 
| of sales psychology, and apprecia- 
_ tion of art and architecture. 


YOUR FRIENDLY soconr vac 
MOBILGAS DEALER'S 


at © et enneas PROREAM Somme’ Promees Soe hi! nee 


_ WO LINES -NO WAITING— | 
| WO WEED TO HOARD © 


| SPOTTY COPY—That's how Socony- 
| Vacuum Oil Co., New York, describes 
this 500-line newspaper copy for Sova- 
suds, appearing in several Midwestern 
cities, Distribution of Sovasuds, a 
liquid product developed to wash high 
gloss finishes, is being limited to pres- 
ent markets. Compton Advertising 
New York, handles Socony advertising. 


Norge Starts Six-Week __ 
Sales Training Course 


The Norge division of Borg- 
Warner Corporation, Detroit, has 
opened a school for newly ap- 
|pointed district sales representa- 
tives. The trainees are given a i : 
comprehensive six - week sales) weeks of school, the trainees are 

taken on a tour of the company’s 


| training course by product, sales ‘ 
‘promotion, advertising and service | plants to see the products in actual 
‘managers. After the first four! Manufacture. 


[Fite Metropolitan Oakland 
under OPPORTUNITY 


With the largest home delivered daily city circulation 
in Northern California since 1939, the Oakland Tribune 


alone covers this great and growing market. | 


TOTAL NET PAID CIRCULATION 


pay 142,832 — sunnay 155,093 


A.B.C. Publisher's Statement, March 31, 1946 


‘Oakland.sB2Tribune 


- WILLIAMS, LAWRENCE G CRESMER 7 
Representatives Including Sunday Magazine 
- METROPOLITAN SUNDAY NEWSPAPERS, 
. AMERICAN NEWSPAPER PUBLISHERS’ 
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Council Reveals 
3 New Campaigns 


New YorK—The Advertising 
ouncil, with the approval of its | 
ublic advisory committee, has 


nnounced three new public serv- 


e campaigns, implementation of 
hich will begin shortly. 
First in priority will be a tri- 


artite campaign aimed at build- 


ig prestige for teachers, to ac- 


juaint the public with the edu- 
cational 
srowing 


menace implicit in a 
shortage of teachers 
me-third of whom have per- 


manently left the profession since | 
1939), and a drive planned to in-| 
crease 
people attracted to teaching. 
Second on the list is an anti- 
tuberculosis campaign, with prin- | 
emphasis on regular and 
frequent chest X-Rays, which are 
now much cheaper due to new 
machines 


the number of young 


perfected during 
war. 


the 
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‘Whitney Appoints Four 


Whitney Publications, New 
York, has appointed M. Edward 
Cammon as sales promotion man- 
ager. Mr. Cammon, formerly an 
editor in the Bell Telephone Lab- 
| oratories’ Bureau of Publications, 
will be in charge of promotional 
|activities for both Interiors and 
| Better Food. Other appointments 
are John V. Byrne, William G. 
Engelmann and John W. Owen to 
the advertising department. 


Names Hoyt Agency 


Chattanooga Medicine Company 
has named Charles W. Hoyt Com- 
pany, New York, to handle the ad- 
_vertising for Soltice, a quick rub 
for colds and muscular soreness. 
_ Newspapers and radio will be 
use 


~~ 
ae 


Reinhold Promotes Three |To Mercready & Co. 


Reinhold Publishing Corpora- 
tion, New York, has promoted | 
John G. Belcher, associate pub- 
lishing director, to publishing di- | 
rector of Progressive Architecture; 
William P. Winsor, associate pub- 
lishing director, to publishing di- 
rector of Materials & Methods, | 
and John Mellecker, technical edi- 
tor of Chemical Engineering Cata- 
log, to assistant publishing director | 
of the Reinhold Book division. Mr. | 
Mellecker will also continue as | 
technical editor. 


Brown-Forman Ups Titus 


Richard D. Titus, former sales 
supervisor of Brown-Forman Dis- 
tillers Corporation, Louisville, has 


been promoted to Pacific eee 


merchandising manager. 


|cready & Co., 
|its account. 


Los Angeles office of Abbott Kim- 
ball Company, has joined Charles 
L. Rumrill & Co., Rochester, in the 
same capacity. 


Marcus Transformer Com- 
pany, Hillside, N. J., manufacturer 
of lighting and special purpose 
transformers, has named Mer- 
Newark, to handle 


Names Hal Lewis 


Harold F. Lewis, who before the 
war was assistant production man- 
ager of Wm. Esty Company, -has 
been named manager of the pro- 
duction department of Horton- 
Noyes Company, Providence. 


Thompson Joins Rumrill 


Hiram H. Thompson Jr., for- 
merly production manager of the 


Lowest milline rate— 
lowest cost per inquiry in this 


IN EXCESS OF 200.000 highly responsive field 


Third is a campaign built around | 


“Our American Heritage,” 


which | 
will stress political freedoms in 
the United States, the reason we 
have them, and with an action 


phase devoted to urging service | 


on juries, voting and participation 


in local government. 


Coordinators and task forces for 
these campaigns will be announced 
shortly. The public advisory com- 
mittee also reviewed and ap- 

council 
world 


proved three current 
drives —atomic energy, 
trade and anti-prejudice. 


Portland FC&B Moves 


office of 
Foote, Cone & Belding has moved 
from temporary quarters to per- 
manent headquarters at 644 Pa-)| 
cifie building. Marian Gilroy, for- 
merly with the advertising de- 
partment of the Southern Pacific 
Company, has been named assist- 
ant to the manager, Leith Abbott. 


The Portland, Ore., 


Put Your 
Brand C On! 


* The Great Ranch Market is 
ready, willing and able to buy a 
Billion Dollars worth of merchan- 
dise... mow! So say ranchmen 
themselves in that unique survey 

.""Ranchmen Want to Buy." 


* You can economically round- 
up, corral and put YOUR brand 
in this market through the col- 
umns of THE CATTLEMAN 
... the ranchers’ magazine . . . 
owned, published, read and used 
by ranchmen. 


Write for your copy of "Ranch- 
men Want to Buy," current copy 
of THE CATTLEMAN ... and 


rae card. 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


/ THE GREAT RANCH MARKET 


Ever Read Over a 
Woman’s Shoulder? 


qt 
Women are a tremendous force in our econdttlys. am 
What buying they don’t attend to personallyy- the 


a ae sion av oye ; 
“a Mn Wott vhivab to i * 
we Se a sae ah 1 son yerion! 


influence strongly so that if you knew the scoré,«s=timmmse 


We've been conducting research on that very 
point. Not so long ago we asked Recording and 
Statistical Corporation to make a mail survey of thré 
women’s clubs in New York City and suburbs: 
Brooklyn Woman's Club, Women’s Club of Forest 
Hills (Long Island) and Woman’s Club of Larchmont 
(Westchester County). What R. & S. found out 

from the 50.1% returns confirms what Herald Tribune 
advertising growth has indicated for years. 


Retailers have been getting dramatic point-of-sale 
demonstrations of this newspaper’s power to 
project sales messages. On the basis of results 
delivered, these retailers have brought the 

Herald Tribune to new advertising records and 
leadership. For the first 9 months of 1946, the 
Herald Tribune is first in Department Store 
Fashion Advertising, first in Manhattan 


on their newspaper reading habits, you'd bé. nese 
excellent position to boost sales graphs. 


sg 


a « Nwaree Be a Bartle, 


NEWSPAPER READING HABITS 


Specialty Store Advertising, first in apparel Of Club Women in New York City and Suburbs 
manufacturer-retailer cooperative advertising. elements °° 7 8 lalla ac 
NUMBER ANSWERING 100% 
Now look at the survey and you'll find a Regular readers of: 
complementary fact—an overwhelming, regular, WEEKDAY MORNING 
seven-days-a-week preference for the Herald Tribune: =) Salle Aas 7 
| first on weekdays with regular readership by 70.7% i a ae 
5 ‘aper ‘ : 
| of all who responded; first on Sundays with Read no N. Y. morning paper 5.9 
regular readership by 69.8%. If the Herald Tribune WEEKDAY EVENING 
° 4 ° . . . . . . . . . . 9 
is on your list, there are the reasons for the action ans Seeee i 
you're getting. If is not, these are strong = nce + ey ok Se We Gee 4 Hy 
reasons why it ought to be. 5th Paper ‘a toe 2 2.0 f 
Read no N. wi ‘evening poper : ‘ ° ‘ , 18.0 ll 
SUNDAY 
Herald Tribune 69.8%, 
; m4 YOR 2nd Paper. 47.3 
3rd Paper 9.1 
Herald ef Tribune as se vs 
5th Paper 0.9 
6th Paper 0.7 
: Read no N, ¥. ‘Sundey poper ‘ 1.3 
European Edition Published Daily and Sunday in Paris Note: Group pereentoges odd te more then 100% 
as some readers specify more than one newspoper. 


The New York Herald Tribune is now delivered to Chicago, Cleveland and Detroit 
by airplane, in time to be placed on sale FIRST THING EVERY MORNING. 
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Aluminum Solder 


Stephens, Inc., New 
handle its advertising, 
lations and merchandising. 


independent ou a 
ANDY 


(SANDY 


than any i = " 


Send for 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


Names Stephens Agency Deglers’ Stocks 


Corporation, 
New York, has appointed Henry A. 
York, to 
public re- 


Too High, Firm 
Suspends Sales 


Sr. Louris, Mo.—All shipments 
by American Wine Company, 
maker of Cook’s Imperial cham- 
pagnes, American champagnes and 
wines, will be withheld during 
January, Russell B. Douglas, na- 
tional sales manager, has an- 
nounced. 

The move came when the com- 
pany learned through a national 
spot survey, conducted by the 
Wine Institute, that a majority of 
the nation’s dealers are over- 
stocked with wines to the extent 
of about one month’s supply. 

Giving dealers a one-month 
“breather” will bring quick ad- 
justment of the over-supply, Mr. 


1s IT TOW 
on LAN Town 


[ 
= T NEXT WEEK® 


COMING 


|Douglas said. He added that it} 


was the company’s hope that 
others in the industry would fol- 


low the same pattern of distribu- | 


tion, and that the company looked 
on the action as a sound contribu- 
tion toward a more normal mar- 
ket. 


Handles Warner Bros. 


Blaine - Thompson Company, 
New York, has appointed Philip 
Solomon account executive for 
Warner Bros. Pictures, succeeding 
Walter Blake, who has resigned 
to join the Los Angeles office of 
McCann-Erickson. Mr. Solomon, 
with the agency for 17 years, has 
had charge of New York theater 
advertising in addition to acting 
as assistant to Mr. Blake on na- 
tional advertising. 


Scheibner Appoints Gach 


Gene Gach, formerly on the 
publicity and sales development 
staff of Lockheed Aircraft Cor- 
poration, has been appointed pub- 
licity and public relations director 
of Hugo Scheibner, Los Angeles 
and San Francisco. 


pore 
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af 


duction of sound motion picture films . . 


1 
i 
} 


t 
i 
; 
j 


| 


| 


a completely integrated photographic service for the pro- 


. for industry and education. 


Recording studio, editing, animation, and laboratory facilities... 


for other film producers and photographic departments of other industries. 


Superior 16mm. duplicates with or without optical effects ... black’ 


and white or full color. Write for further information. 


®@ Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


® Lab Capacity of 112,000 16mm. feet per day 


®@ Producing films by the 16mm. method 
for 15 years 


; | you 
; |they have nothing to do with the 


i} Mr. 


/|100 admen 
_|ranking the ads 


| | recognize, 


' | sertion, 


Come on Again, 
You Armchair 


COPY EXPERTS! 


ICS Adman Issues 
Annual Clarion Call 
to AA's Readers 


Cuicaco— This is the annual | 
clarion call to ADVERTISING AGE’s | 
armchair copy brigade to match 
wits with the experts—to pick the 
12 best ads of the year from the} 
standpoint of International Cor- 
respondence Schools. 

This is the fourth successive 
year in which Paul V. Barrett, di- 
rector of the advertising and pros- | 
pect service of International, has 
cooperated with AA to provide 
readers with a chance to exercise 
their. wits and prove their skill as 
judges of copy that pulls. On the 
facing page you will find large- 
scale reproductions of the 12 best 
| ICS ads of 1946—with a COUPON, 
ready to be filled out. 

Study the 12 ads shown on the 
opposite page. Then get out your |} 
pencil and fill in the blank spaces 
in the coupon at the bottom of the 
| page. aoe letters “A,” “E.? “¢,” 
|etc., under the ads are merely so| 
can identify your choices; 


relative standing of the ads. 
Rewards for 100! 


Barrett and International 


| 


' |Correspondence Schools will, as 


| usual, reward the best pickers by 
|giving copies of the famous ICS 
book of “Useful Business Tables” 
or “Useful Shop Tables” to the 
who come closest to 
in their correct 
order. 

As old-timers in the contest will 
the 12 leaders of 1946 
|include a couple of tried-and-true 


| | veterans which have appeared in 
| | previous 
| | again that once a mail order ad- 
; vertiser 


tabulations, proving 
gets hold of an 


|pulls ... brother, he’s got an ad! 


-| Just to confuse the issue slightly, 


Mr. Barrett has 
|choices this year, 
|count such things 
| of appearance, 


weighted his 
taking into ac- 
as position, time 
frequency of in- 


Of course you don’t know these 
things, and therefore your ability 


ad that) 


type of media used, etc. | 
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to judge the ads will be throwr 
off somewhat, but don’t let it 
worry you. Fill out the coupor 
at the bottom of the opposite pags 
|and send it back to ADVERTISIN« 
| Ace. We'll publish the correc 
| standings in our issue of Feb. 10 
'so only entries postmarked befor 
Feb. 10 will be counted. 

So get out your pencils, expert: 
and start working on that coupo: 


Bolta and MU-Switch 
Appoint Cory Snow 


Cory Snow, Inc., Boston, ha 
| been named to handle the entir 
‘account of the Bolta Company, 
Lawrence, Mass., including Bolta 
Products Sales, Inc., and _ its 
various subsidiaries. These ney 
|divisions are in addition to th 
regular food service equipmen' 
|advertising this agency has bee: 
handling. Business papers, direct 
mail and general publications will! 
be used. 

The MU-Switch Company, Can- 
‘ton, Mass., manufacturer of time 
switches and other similar equip- 
ment, has also appointed Cor) 
Snow. Business papers and direct 
mail will be used. 


To Join ‘Herald Tribune’ 


George Howard Allen, general 
manager and secretary of the Co- 
| operative Analysis of Broadcasting 
until it discontinued operation last 
summer (AA, June 24), will join 
ithe New York Herald Tribune on 
| Feb. 1 as promotion manager, suc- 
ceeding Elsa Lang, who has been 
|/made director of the Herald Trib- 
/une Forum promotion. 


foins Shaw Associates 


Marvin Taub, formerly adver- 
tising manager of the Radio Re- 
ceptor Company, New York, man- 
ufacturer of radio and electronic 
equipment, has joined Shaw As- 
sociates, New York agency, as 
vice-president in charge of new 
business. He will specialize in in- 
dustrial accounts. 


Toni Appoints Kalech 


Phil Kalech, formerly sales di- 
rector of the Pepsodent division 
of Lever Brothers Company, has 
been appointed to the newly cre- 
ated position of executive vice- 
president and general manager of 
the Toni Company, St. Paul, man- 
ufacturer of cold wave kits. 


Joins CBS Radio Sales 


George Klayer has resigned as 
an account executive of Edward 
Petry & Co., radio representative, 
to join the Chicago office of CBS 
| Radio Sales, Columbia’s spot radio 
| department. He succeeeds William 
B. Ogden, recently named man- 
ager of the Detroit office. 


COLLINS MILLER & 
HUTCHINGS 


Va Dug saving, 


207 N. MICHIGAN AVE. CHICAGO 
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Can You Pick the Wi 


*To those who are deniea the 
opportunity of a college education, 
1.C.S. offers a satisfying substi- 
tute. I know. I studied an 
1.C.S. Course myself.* 


\ JASPER MCLEVY 


Mayor of Bridgeport, 


BOK 74144, senneney 9, PENmA, 
Vitbout cost or obligation, ‘ee send me full 5 21 
Boe nome one Courees 


Creminery 
GO hemwcal baw 


Chemaat a Aeee 
Petraeus Reinery Gomera 
@ Pulp and Poser Making 


ba ~~ —— 


nei newt 
surat on Wining 


*When I had to leave school, 
I enrolled with I.C.S. 
was excellent--and the beginning 
ef an educational habit which has 
persisted through wy life.* 


**Now in his 12th oo 
ear in this office 


The Course 


als 


ConresPonnence 


Lc. 
War Il Veterans under t 


Rights. The l 


training . 


S. Courses free to you! 


he G. I 


from any future bonus payments 


This is your personal reconversion pro- 
gram if you want to earn as you learn 
to master a trade or profession and qualify 
for promotions and pay raises on the job! 
Here, for your choosing, is famous I. C. S. 
education in any one of more than 400 tech- 
nical and business vocatio: 


ns 


~ . 
Hee Tresiment of Metals 


They're avail 
able now to honorably ‘discharged World 


Bill of 
5. Government pays for this 
and it is NOT to be deducted 


Courses are 


practical. authoritative, easy to understand. 
You study in your spare time. At work you 
prove and apply what you learn 

Thousands of successful students have 
demonstrated that today’s I. C. S. student is 
tomorrow's leader. Here's your chance to 
join them — at no cost to you 

Act now! 


Following my graduation trom 
he Unw y mis 
bed 


When you mark and mail the 


mm this page you've taken the first 
We send you full details 
ourse in which you're interested — 
and complete instructions on how to enroll 


1. Bill 


with us under the G 


of Rights Lisnow Central Sy stew 


Nome te tddrre — 
a = se _P — 
Working Hours ime rw a 
pectal te fo0n wahers at the & , Baroitment ond — 
im reademte vend conpen te Ielernet ional Corr ispendem: A DISCOUNT To DISCHARGED VETERANS 
~ 


A 


Tura is 2 definite LCS. type. The records of 
100,000 current students . . 
students since 189] . . . supply the outlines. 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 


. more than 5 million 


He is an adult. In good times or bad times, he 
is an employed man. Circumstances have pre 
vented hia attending a college but he is ambi 
tious, intelligent, the 
specialized training that will help him in hi 


present job and prepare him for a better one 


determined to acquire 


Does the description fit you? Then you'll be 
interested in what LC helps these students 
to achieve, In a single 30-day period we have 
received as many as 635 student letters report 
ng advancement in salary and position. In a 
period of 120 days we have mceived 1,920 
such reports, 

Graduates include the presidents, 
hairmen, chief engineers or chief chem 
some of the 


argest steel, airplane, chemical, 
railroad and electrical equipment companics 
Thousands of otlfers have reg- 
istered substantial successes in their chosen 
Here's the kind of coupon’ they signed 
siled 


in the country 


fields 


and 


SOX 7631.4, SCRANTON 9. PENNA 


ANTERNATIONAL CORRESPONDENCE SCHOOLS 


urse before which I have 


pteee 


Ics 


OSCOUNT TO DISCHARGED VETERANS. SPECIAL TUITION mates rom MEMBERS OF THE ARMED FORCES 


are you the 


a. G. &. 


type of man? 


AN I. C. S. TRUE STORY 


Warne A. Jonnston at 47 is president of the 
i rntral—one of the nation’s largest rail 
t there by setting a definite goal for 

ever letting up in his efforts to reach it 

On graduation from college, Mr. Johnston 


started as an 


tant with the Illinois Central 
n of less industry and imagina- 
But Wayne 
A. Johnston enrolled for a course with Inter- 
national Corresp: 


That's when a 


tion would have let up on his studies 


His progress to the top since then has followed 
that same pattern never letting up 
asking “What else can I do?” 
youngest presidents of a m 
working and studying 


alwaye 
Now, as one of the 


to increase the e 
of the Ilingis Central, to modernize eq 
even more, 


pment 


to keep on moving forward. 

“What « can I do?” you, 
ay be destined for business leadership. The 
ves you some idea of the more than 400 
4 technical subjects 1. ¢ 


If you are asking 


business a 


S. can help 
you to ma Mark and mail it today for full in- 


formatic 


on the course in which you're interested. 


. SCRANTON 9, PENNA 
cw he % before which I have marked X 
Me i" 


Hom, 
SPeciaL Turriom MATES FOR MEMBERS OF THE ARMED ronces 


59 


Advertising Leaders? 


President never lets up! 


SCHOOL for VETERANS! 


' 
, rn! 
Learn while you ear” 


: class 
You're in @ 


b ours 
1.¢.Se-and Courses 
ere free to = 
er the G1 eit 


of Rights! 


elf with 


und 


at by the Government, are hold you back* 
” ably discharged World War II 

‘ernment 's investment in your 
training will NOT be. rte ted from any future bonus 
@ Get started now 
re 


YOu progress just as fast as your 
perm 


abilities end ambition it! 

= more than 400 commercial 
many listed below. Check the 
of write it in. We'll 
7 m the Course—and corm 

to enroll with us under 


your studies for success in 


¥ yourself. There's no one to 


sonnarton 9, ranma 
tare which I have marted X 
——— Tonwie 


) INTERNATIONAL CORRESPONDENCE SCHOOLS \ 


OFFER YOU LOW-COST 


TIME to 


Air Conditioning and 
Plombing Courses 


Iron and Stee 
m Refining 


Plastics 


Pulp end Paper Making Piven 


Practical Electrician 


Teleph 


Practical 

Telegraph Engineering 
Internal Combestion 
Engines Courses 


Auto Technician 


Mechenice! Courses 
ai Engineering 


Drafting 
Engin 


TRAINING 


FOR SUCCESS IK MODERN 
USINESS AND INDUSTRY 


Locomotive Engineer 
Locomotive Fireman 
Raiiroed Section Foreman 


Steam Engineering 
Courses 
B 


College Preparatory 
Commercial 


Surveying and Mopping 
Electrical Co 
Electrical Draft 


Shi up Fitting 


« 
Railroad bakes 
Air Brake 


Car Inspector 


IGHTIER THAN 
THE TREES . 

CHEMISTS HAVE MADE 
US INDEPE NDEN NT OF 


Steam Engines 
Textile Courses 


Cotton Manufacturing 
Rayon Weaving 
I 


Textile 
Woolen Mar 


gation 
‘an Coriiening « one 
Piomeing Cor 


ss ond 
Academic Courses 


uniting 
Arithmety 


Advertising — Stenogra 


Traffic Management 


Mf you can read and write, 
and are willing to study, 


WE CAN TEACH YOU! 


. Soest service and 
ott 


REASONABLE TERMS 
MAY BE Aw 


The successful man DOES today what the failure 
INTENDS to do tomorrow. Mail this coupon NOW! 


Orvcowe) ie Drache ed Vere oe: Special Teinen ane - teeter #1 he he mat Forces 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
sox SCRANTON 9, PENNA 


Please send complete information on following subject 
Nome Age 
Home 
city Stove - a “ 
Somme Workiny Mowre ime eM 
Present Position au aM 


Canedion roe 
. 


(2)LEPRINTs ARE A 
(9) UNIVERSAL LANGUACE 
* SAYS R.G.EVANS, 

DIRECTOR OF THE 1.C.S. 


RUSSIAN READILY 
CAN READ A U.S. 
BLUEPRINT. 


Check here it Veteran of World War I! 


BIOGRAPHY QUIZ 


DO YOU KNOW THE OWE CORRECT ANSWER COVERING 
ALL OF THESE QUERIES ABOUT ASSORTED FAMOUS FOLK? 


WHO. 


«sis Englond’s foremost political 
cartoonist? 

+. founded and built up the second lorg- 

est auto manufacturing concern in all 

the world? 


.. is famous both as an automotive engi- 
neer and as a co-designer of the Lib- 
erty Aircraft Engine of World War |? 


+ rose from janitor for a sorority house 
to the presidency of one of the na- 


+ is the Negro seo captain celebrated tion's lorgest railroads? 


@s the first of his race to obtoin a 
Master's license and command on “” 
American ship? ~+.won the Gordon Bennett cup os @ 
racing-cor driver ond went on to head 
© great corporation manufacturing 
aircraft engines? 


«designed the first outboard motor? 


+ «tripled the firing power ‘of U. S. in- 
fantrymen when he invented the semi- 


automatic rifle used in World Wor II? 


Anne! RPS SOOO) ENNOR My Jo WERKE Lemmy Wy 


scnawten ’ vara 
we which I have marted X 
ae Se08 Coreen: 
on Mawutervarng 
vo Wens ing 


you remember when there wasn't an 
? Not unless you're well over 54 years 


for that is how long these world 
schools have been making Trair ing 
ess readily available to all 


re 1. C. S., multitudes of potentially 


en and women hac 


successful 
s 


this training can 


J no place to turn for Courses in technical and business subjects 
wledge they needed in mestering re However you're situated 
« careers. Today there's no excuse for he vours 
anywhere to struggle under the handi The records of thousands of 
sed by lack of training students demonstrate that today’s 
are one of the many without time or 


ity to attend traditional schools 


ecessary for you to do your learning That's what I. ¢ 


u're earning 1. C. S, if especially 
1 for you. Whatever your interest ahead. Yo 
d it covered by one of the 4001. CS 


ing the co 


», SCRANTON 9, PENNA 
are showt the xe 


S. means to 


we which 1 have mar 
“ ow 


s at your doc 


vo 


student is tomorrow's leader. The same Oppor 
tunity they seized 


right now 


if you 


are alert, forward-looking, determined to get 


mu can prove your alertness by mail 
upon right now 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


F 


© Remember when you were going to pre 


pare for the period of post-war opportuni 


Ics 


ive million tool dies, fixture 


Ng 


ages 
ties? This ist! New industries ore coming anc ire needed by tl nth ne 
into being, established industries are ex producing airplane engines int just one U.S 
panding and there are rewarding open plant. Many of the ma ¢ t had to be 
ings for trained men in all lines especially designed for the k to be n 
© If you failed to get ready for them, it still m this one job. That takes real knowledge 
isn't too late to do something about it! You ind experience 
don't have to slip bock you don't hove The Tool Desien ng Course of the Interna 
to content yourself with merely hanging to tional Cor nience Schools make h 
the same old job The famous International expenence and knowledge available to you 
Correspondence Schools can help you to The skill i mi study m your spare 
catch up with the procession tune, apply what you learn nght on the job 
© But don't delay again or it may be Figures on the tools used in a single plant 
too lote. Mail the coupon today for full in give ca ot t dir of the 
formation on | C. S. training in the field of tool designing f y know, too, that 
your interests. Thousands of leaders in change and improvement is constantly goin 
American business and industry started up ’ on. All that r 1 for tool en 
the ladder of success in just that way. It million tools necrs. Now is the t to 5 are for it 
can be the beginning of your climb to higher and assure yourself of a solid, well-paid futur 
poy ond a more responsible position You can’t learn Tool De ng overnight 
You can, b ling the coupon, set yourself 
aM ~ PLANT! on the road to mastering this great profession 


R, CORDs ot 


Pan American World Air 
ways tell you plenty about the value of 
I. C. 5. Aviation Courses. They show 
that hundreds of Pan American pilots 
»pilots, flight engineers and mainte 
nance men have taken I. C. 5. Course 
Now flying for just one division of 
the airlir American —are 336 
pilots ots who are holders of 

1. C. 5. diplomas 
What better endorsement could there 
be of any institution offering training for 

Aviation career 

Conscientious study LO.s If you are planning for a place in 
oe the I today for full information on 
fos American World’ Alrweys I. C. S. Courses. Do it now! 
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Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11 
| Here are my estimates of the relative standing of the 12 best ICS advertisements of 1946 (indicate selections by writing 1, 2, 3,ete. behind appropriate letters) | 
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and men’s 
“Boncort” rings, has appointed the | 


maker of women’s 


Goodman Appoints Doner | oil. be / O | / 
I. B. Goodman, Inc., Cincinnati, | Million R. . ut ets 


"7 tne aceoure at SOUGHE by Robert Young 


pages in national magazines and 
direct mail will be used. 


_ Sampling, Commission 
Cumings Names Donelan _ Sales Plans to Place 


Paul Donelan, formerly adver- ‘Accent on Y outh' 


tising director of Gorham Com- 
BY LAWRENCE M. HUGHES 


pany, has been appointed vice- 
president of Cumings Advertising, 
inc., Providence, R. I. | (This is the second of two articles 
on Robert R. Young) 

Patm Beacu, Fia.— The fact 
'that Robert R. Young is working 
/on the railroads to form the first 
coast-to-coast system, to get con- 
trol of the Pullman sleeping car 


= 


THE LETTER SHOP, Inc. ff 


431 S. Dearborn St., Chicago 5.1 llinois 


service, and to form a new na- 
| tional association to put the stock- 
|holders back in the driver’s seat 


is IT OR 
SUBURBAN TOV, m i wp NEXT WEEK® 


i< this $30 billion industry (AA, | 


Jan. 13) is only part of the story. 

He is developing better trains 
and facilities on his own $1.2 bil- 
lion Chesapeake & Ohio Lines and, 
through the association, is plan- 
ning more intensive and extensive 
sales and advertising programs to 
route an increasing bulk of the 
‘nation’s passenger traffic back on 
ithe rails. 

Undaunted by the tremendous 
popularity of motor cars and the 
'“lure” of airplanes, he intends to 
'make rail travel so simple, eco- 
nomical, comfortable, educational 
and entertaining—as well as safe 
—that millions will want to spend 
their travel money the rail way 
instead of buying motor cars. 

He would do this by creating a 
million sales agencies of the rail- 
roads covering every crossroads 


fo 


for Richer Profits 


Let WTAR-Norfolk give you more sales at less cost per sale 


Compare WTAR's audience delivery per advertising 
dollar with any you choose to check. See WHY it's 
your thrifty choice for richer profits. 


MORE SALES? ... Yes! The Norfolk market is creamier 


PROVE IT... WTAR-Norfolk is ready — right now — 


than ever before, by every index. 650,000 live and buy 


in the metropolitan area alone, a compact, econom 


about it. 


ically merchandised unit...with more to spend now 


than ever before. 


LESS COST? Yes! You get 


control of this concentrated, substantial market. WTAR 


one-station, one-cost 
jives you more listening customers than all other 
stations mbined, outside listening practically n 
{Hooper Oct Nov 46) 

National Representatives: Edward Petry & Co. 


(NBC AFFILIATE ha, 
5,000 Watts Day and Night 


NORFOLK VIRGINIA 


to do an efficient, profitable job for you. Let's talk 


' 


Advertising Age, January 20, 1947 


|community; by complete home-to- 
'back-home service; by low-cost| FF 
sample rides, especially for chil- 
dren—supported by a $100,000,000- 
|a-year advertising program by all 
‘the railroads. 
Appeals to Youth — 
Mr. Young believes that Amer- 
ica’s youth again can be induced peter ey er a grat we: «eae 
to think of railroads and Pullmans August 1, 
as their mainline to adventure and ws 
personal development. On behalf 
of his C&O-Nickel Plate-Pere Mar- 


Te the Holders of the above-described Bonds: 


After such date, interest accrue upon 
or in respect of any such Bonds or portion thereof called for 
redemption as aforesaid. 


J. P. MORGAN & CO. 


quette system, he has already in- Dated December 31, 1946. Sinking Fund Trustee. 

troduced sample rides for young- one 

sters. 4 On December 28, 1946 Bonde bearing the following distinc 
As he told AA in an interview | peanted er payments ee 

at his oceanside home here: | a 


“Every California child should see | 
the Statue of Liberty and every | 
Maine child should see the red- 


J. P. MORGAN & CO. mconrorarsp, 
Sinking Fand Trustes. 


eh tection 


woods. I hope to be able to give | 
every child in the country a free | 
railroad ride.” 

In fact, he plans to employ) 
youngsters on commission to sell | 


SOME FUN—J. P. Morgan & Co., R. R. 
Young's pet thorn in the side, runs a 
financial ad on the C&O and uses the 
famous Chessie, which Mr. Young sus- 
pects is not quite an honest trade sym- 


other youngsters and their parents bol, as part of the border. 


on group travel by rail. 
“Where an industry, such as the senger service which he hopes to 
railroads, has a high ratio of fixed | see introduced on all the nation’s 
to total costs,” Mr. Young ex-/Class 1 roads. The entire adver- 
plained, “it can afford to spend |tising and public relations program 
many times as much in advertising | is keyed toward this larger ob- 
and promotion as can an industry | jective. 
with a low ratio. Whether a pas-| In a resolution passed in 1944 
senger train travels full or nearly |the C&O board of directors an- 
empty, the train, station and other | nounced its intention to be “second 
operating and maintenance per- to no other railroad in the country 
sonnel must be at work. Because as a passenger carrier.” 
it costs ‘nothing’ to carry an extra : 
passenger, the railroads can afford aia crn ng ag be syroni 
to spend on promotion 90 cents of | phe ep once alegre Dvegedl 
leach new teavel dollar.” ments advertisement last July on 
sleeping car facilities, Mr. Young 
Passenger Business Small announced in November that, in 
Through their control of Alle- | addition to new equipment already 
gheny Corporation, a $90,000,000|being made, orders had _ been 
holding company, the Young group |signed for the “replacement of 
owns 6% of the C&O, which is|every passenger car on the sys- 
adequate for control among its 83,- tem — sleepers, parlor cars and 
000 stockholders. About 95% of|coaches,” involving a $26,000,000 
C&O’s business—and it’s quite|expenditure with Pullman Stand- 
profitable—is devoted to coalhaul-| ard Car Mfg. Company. It also 
ing. Less than 2% of it comes|includes cars for the Pere Mar- 
from passengers. /quette and Nickel Plate. This is 
Some railroad executives, envi- | said to be the largest single order 
ous of C&O’s coal volume, have|ever placed for passenger equip- 
suggested that Mr. Young stick to | ment. 
his coal. He realizes the “absurd- And with a side dig at the 
ity of my position, with no pas-| “banker control” of major rail- 
senger railroad at all.” But stilljroads, he told employes in 
passengers are “important,” both | “Tracks,” C&O system magazine, 
with the C&O Lines and in Mr.|that the order “will be financed 
Young’s rapidly - developing na-|through equipment trust certifi- 
tionwide scheme. |cates at an interest cost of less 
“Coal,” he explained, “is carried | than 2%. .. These record-breaking 
only one way, while passengers| easy terms are available to any 
must be brought back.” per de (bankrupt or solvent) in 
Already C&O has become a _/ the country.” 
| proving ground for the better pas- (In the “rolling tenements” ad, 
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local family. The editors of reat d \Bs | PPI, smenroe 
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the 38 daily newspapers © eee HE. os, 


the Iowa Daily Press ae 
ciation emphasize this — 
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Mr. Young had cited among others | 
the fact that 110 of the 135 Class 
1 railroads had “not a_ single 
sleeper on order.” ) 

Delivery of the new equipment 
vill start late this year. Mean- 
vhile, twin streamliners, the Pere 
Varquettes, first rode the rails last 
\ugust. The C&O has on order 
vith Edward G. Budd Mfg. Com- 
any streamlined trains which will 
un daily between Washington and 
incinnati. The first, Chessie, is 
cheduled to start in July. 


‘Most Revolutionary’ 


“These will be,” the C&O says, 
“the finest and most revolutionary 
trains built since the advent of the 
treamlined train.” 

In addition to “maximum safety 
and riding comfort, ultra-modern 
air purification and sanitation, and 
observation vista-domes,” the C&O 
has told stockholders, the trains 
vill have “many new and original 
features developed exclusively by 
C&O officers, personnel and con- | 
sulting experts.” 

Among these will be “a moving | 
picture theater, a dining car sys- | 
tem that will eliminate waiting for 
meals, art and industrial exhibits, 
news ticker, travelog and library 
services, curved aisles for smooth 
passage through train, spacious 
lounge area in each coach, special 
facilities for care and entertain- 
ment of children, and telephone 
for passenger use while train is in 
motion.” 

The trains will be hauled by 
coal-burning, electrically - driven 
locomotives. 

However, Mr. Young told AA, 
“we’re working on a coal-burning 
gas turbine locomotive which will 
be superior to both diesel and 
electricity.” 


C&O Shows Movies Now 


On Jan. 6 C&O became the first | 
American railroad to introduce 


Folks here | 
| 


prefer the 


NBC programs | 
—and local | 


features with 
the best 


showmanship. 


D 


tah’s NBC Slats 
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movies on trains. A single feature;to the “greed and reaction” of | through the very portals of the/Alleghen y Corporation,” Mr. 
picture is presented after dinner | banker control, Mr. Young main-| House of Morgan at 14 Wall St. or Young has said, “are quite simple. 


in the George Washington’s dining 


ton and Cincinnati. (Mr. Young’s/ traffic many major roads either 
Pathe Industries has a distribution | are in bankruptcy or close to it. 

contract in this country for pic- para 
tures produced by J. Arthur Rank’s Must Be Revitalized a 


| variety of things the man can dip 
|into, all at once. 


tains—are responsible for the fact|to Capitol Hill or the Supreme | keep them all in my head.” 
car on its run between Washing-|that even after record wees | eee 


ICC ‘Banker-Dominated’ 
Among others, he is out to put 
“The affairs of the fear, if not of God, at least of 
$90,000,000 holding company like | the people into the Interstate Com- 


They are also amazed at the) 


British studios.) With competition and_ travel 
He is not sure which of several | buyer’s market returning, the rail- 
methods will be adopted to elimi-| roads must be completely revital- 
nate waiting for dining car seats.| ized to halt the swing toward the 
Perhaps it will be the European! air and road ways. 
system of tickets for different; In Mr. Young’s Newport home 
“servings” of the same meal at | hangs Jacques Louis David’s por- 
one table. | trait of Napoleon. The Corsican 

Mr. Young wants especially to | upstart regarded himself as the 
provide trains that are continually | savior of Europe. Perhaps Robert 
and thoroughly inspected for Ralph Young of Canadian, Texas, 
cleanliness. Most of today’s trains, considers himself as the savior of 
he said, are “rolling incubators) the American economy and the 
for germs.” | American political system. 

The system also has launched a|_ Associates call the C&O chief 
long-term program of rebuilding “honest, fearless, independent,” 
and modernizing passenger sta-|and bigwigs of finance are still 
tions. /gasping at the daring and agility 

The almost complete obsoles-|of this five-foot-six, 135-pound 
cence of railroad trains and equip- “upstart,” who will “sue at the 
ment and the unnecessarily high|drop of a hat” and who thinks 
cost of replacing them—both due |nothing of carrying his battles 


s 


.-IN THE 1-3 POCKET Cucry Fie! / 


44. Over 35,000 circulation, in- ~ 
cluding 24,000 league and 2515 
city association officials. The only 
magazine with 100% coverage of 
\, 5394 certified Bowling establishments. 
= Bowling market, wide open 


after four war years, produces 
$291,000,000 annualiy — three 
times as much as pro baseball. 
_ Write for our latest rate card today. 


ae Official Publication of 
: O "J fps AMERICAN BOWLING CONGRESS 
THE BOWLER’S MAGAZINE 


2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


... AND YOU’LL SWITCH TO 


remy PLASTICTYPES 


Have you noticed the improvement in certain 
national newspaper campaigns lately? The 
chances are they’ve switched to Reilly 
PLASTICTY PES. 


Why not give this latest development of 
Reilly Research a second thought? Or better 
yet, fill out and return the coupon and have a 
Reilly Representative show you his Reilly 
PLASTICTYPE Portfolio. 


It contains an actual Reilly PLASTICTYPE 
that you can feel, weigh or even drop on the 
floor if you want to test its unique resiliency. 


REILLY 


The portfolio also analyzes shipping costs, 
proving that feather-weight Reilly PLASTIC- 
TYPES afford an average of 60% saving over 
metal ad-plates. 


But of greatest interest to you will be the 
comparative tear sheets from daily newspapers 
throughout the country that conclusively prove 
Reilly PLASTICTY PES improve the quality of 
each newspaper campaign in which they’re 
used. 

Think it over—then mail the coupon for com- 
plete information on Reilly PLASTICTYPES. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK I7, N. Y. 


Telephone MUrray Hill 6- 6350 


CHICAGO «+ DETROIT + INDIANAPOLIS « SAN FRANCISCO + LOS ANGELES 


¢ 
Reilly Electrotype Company ¢ 
305 East 45th Street, New York 17 ; 
« a Mail me complete information on Reilly PLASTICTYPES. a 
| 
+ C] Have a Reilly Representative present the facts on Reilly PLASTICTYPES. ; 
i NAME — 8 
a 4 
SEND 5 nme se ' 
TODAY! } COMPANY : 
i ADDRESS 5 
hacunananmanaaneammamamanaanmannmmaanael 
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merce Commission. ICC, he con- 
tends, is “big banker-dominated.” 

In his efforts, to get control of 
Pullman Company, Mr. Young tes- 
tified before the ICC last year that 
“a Pullman car was costing the 
railroads nearly four times as 
much per pound as a Buick car 
was costing to manufacture. . . In 
view of the large number of ma- 
chined parts in a Buick, and the 


greater intricacy of design,” this 
“discrepancy was ridiculous.” 

The average age of the 6,800 
Pullman cars, he said, is 22 years. 
(“Would anyone think of riding 
today,” he asked AA, “in an air- 
plane or automobile that was 
made in 1925?”) And one-fourth 
of these cars were produced prior 
to World War I. 

If the railroads had replaced 


PHOTOGRAPHY 


phone 
WHI. 5355 


STANDARD 


STUDIOS 


PHOTOSTATS 


FOR ADVERTISING 


540 N. MICHIGAN AVE 
185 N. WABASH AVE 
410 N MICHIGAN AVE. 
Ill E DELAWARE ST 


WORKING ON RAILROADS—Robert R. Young (second from left) describes to Lawrence M. Hughes of AA (second from 
right) some things he intends to do to make the nation's $30 billion railroad system compete more effectively with airplanes 
and motor cars. Also in group are Miss Olga Kowals and Thomas J. Deegan Jr., members of Mr. Young's staff. The inter- 
view 


took place at Mr. Young's Palm Beach home. 


their cars more frequently, and | 
promoted more vigorously, he be- 
lieved, their Pullman travel might 


| great.” 


Newsprint 
Ink 
Zinc 


_ 


have been “two or three times as 
This was demonstrated 
by the new Florida streamliners, 
which built up ‘summer travel 
that exceeded the height of 
winter.” 


Promotion Agencies Everywhere 
| Mr. Young told the ICC that the 
‘railroads’ entire advertising ex- 


penditure was “only $5,000,000 a 
year.” He urged that the rail- 


roads “open up promotion agencies | 


in every community, such as Coca- 
‘Cola and General Motors have 
opened to promote their wares. 

“If they had, and if they had 
replaced passenger equipment 
every seven years, say, instead of 
every 25,” their 25-year passenger- 
car volume of 40,000, including 
coaches, would have become 100,- 
|000 every seven years, or 300,000 
or more in 25 years. 
| “Purely through aggressive mer- 
|chandising,” he emphasized, “the 
manufacturing volume might have 
| been increased from 40,000 to 300,- 
/000 cars.” The cost of a Pullman 
car could have been reduced from 
$100,000 to $40,000, “or perhaps 
even to $25,000.” With lighter 
/equipment there would have been 
“great economies in roadbed main- 
tenance and other operating fea- 
tures.” 

And millions more people every 
| year would have had a lot of new 
reasons for riding by rail. 


Ride ‘Chessies’ Railroad’ 


The man’s plans for rehabilita- 
‘ting the railroads accent youth. 
For example, although the C&O 


lines do not reach New York City, 
thousands of young passengers 
took a 159-foot journey on a gold- 


_and-blue C&O train through Mc- 
Creery’s department store there 


in November and _ December. 
Scenic murals of the C&O route 
were on the walls. McCreery’s 
charged the youngsters 12 cents 
each, including tax, to ride on 
“Chessie’s Railroad.” 

Starting with toy and miniature 
trains, Mr Young intends to do a 
jlot of things to rekindle the in- 
| terest of youth in railroads and in 
| what he calls “the mystery of 
'Pullmans.” And this means 
grown-up youth, too. He blames 
the railroads for failing to follow 
up the long distance rail travel 
“sampling” which they provided 
4,000,000 young’ servicemen in 
1917-19. Unless they act promptly 
and vigorously, they will lose as 
travelers most of the 12 or 13 mil- 
lion whom they carried in World 
War II. 

He asked AA how many sales 
outlets Coca-Cola has in this coun- 
try, and we estimated more than 
1,000,000. The railroads together, 
he thought, should have at least as 
many. They should have “a sales 
promotion agency in every com- 
munity—maybe two of them, one 
for Pullman and one for day coach. 
We should make sales agents of 
boys across the country and pay 
them commissions for getting peo- 
ple to take rail trips. In my home 
town of Canadian, Tex., (pop. 
2,000), for example, the boys could 
go to the Boy Scouts, the YMCA, 


; 


J UST talk with any one of the 487 Oklahoman and Times 
city carriers to find out just what part waxed paper plays in 
newspaper production. They use it to disprove the philosophy 
that no one does anything about the weather. If there is a 
possibility of rain they encase each paper in a waxed paper 
raincoat. Then to make doubly sure each subscriber gets a 
dry and 100% readable copy they place it behind the screen. 
All of which has been no minor factor in enabling The 
Oklahoman and Times to climb to new all-time highs in paid 
circulation , . . 226,352 daily and 204,312 on Sunday for the 
November, 1946, average. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Daily 226,000 | yy 
Sendey 205,000. 


THE OQRLAROMA PUBLISHING COMPANY: 


mit, 


DENVER AND WEEE, 


Kop resented ty the Kat gency, - Incorporated 


THE FARMER-STOCKEMAN—WEY, ORLAMOMA CITY—EVOR, COLORADO SPRiInGS 


PEORIA AFFILIATED IM MANAGEMENT 


Special Print 
Brings Great Advantages 
to Kodachrome 


A Chromart Artcopy Print, being on paper, gives you these 
important working advantages that are utterly lacking in a film 
transparency: 


CLIENT SATISFACTION. Your customer can okay a print he can look 
| at more intelligently than a film he must peek through. 


COMPLETE FLEXIBILITY. Retouch, airbrush or letter-across a Chromart 
as desired. 


| ECONOMY. Paste one or more Ch.omarts into final artwork and 
| have but ome set of plates made of the entire page. 


FINER REPRODUCTION. Your platemaker works with more certainty 
from fine “flat copy” he can match, color-for-color. 


Big time advertisers from coast-to-coast use our service regularly. 
Chromarts from your Kodachromes are priced from $48 to $115, 
depending upon the size ordered, and pay for themselves. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 
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and organize ,road group, headed by the Penn-,and magazine advertising as his|from the advertisements than he 


small parties to visit New York |sylvania, which seeks to buy it| principal public relations vehicle | has from the ads themselves. 


wnd Washington. Families would under a court order divorcing the | in the fall of 1945, both because | 
Pullman car manufacturing and ‘he believed that through paid space 


pend their travel money that way 
nstead of getting a new automo- 
ile. They could take weekly or 
1onthly weekend trips. 


Urges Bank Commissions 


“Every bank in the United 
tates is now used as a railroad 
rvice agency, for travelers’ 
1ecks and otherwise. Why 
juldn’t the railroads pay the 
inks commissions for business 
hich they create?” 

The railroad travel agents could 
be trained to do a “real ‘Cook’s’ 


operating divisions. 
Mr. Young’s group wants Pull- 
man for “all other roads . . 


interest.” 

He has endorsed an “annual 
wage,” but has scored labor, cap- 
ital and government alike for 
“work rules that reduce initiative 
or productivity, or increase costs.” 
Such costs, he wrote in the No- 
ivember Atlantic Monthly, “come 
|out of labor as certainly as taxes. 
|They deprive man of the supreme 


job, taking care of the passenger | wage, pride of craftsmanship. . . 
fom the time he leaves his home| “My first promotion came at 19 
vatil he returns, providing the | because my output was highest on 
taxis and everything.” 'the du Pont ‘powder line’ (at Car- | 
Most of even the $5 or $7 mil-/|ney’s Point, N. J.). The railroads 
jon which all the nation’s rail- | cannot do as much for their men | 
roads now spend annually in ad-| because Washington bureaus in-| 
vertising, Mr. Young pointed out, |terpret restrictive clauses in our 
“serves no useful purpose. I don’t ‘labor contracts to mean that any | 
think railroads need institutional | employe of greater length of serv- | 
advertising. What they need is to! ice who can stand up is sufficiently 
give the people more worthwhile | fit to fill any vacancy. Where are 
services, and then advertise them. | our future Chryslers to come from | 
“The people’s travel urge is if they are not allowed to come 
greater than ever. They have’! up through the ranks? From the | 
more leisure time —more travel | postoffice?” 
time—than they had 25 or even 10 
years ago. They have more money | Report Wins Award 
for travel. It’s time the railroads) The C&O annual report for 1945 | 
started getting some of it.” was awarded the grand prize as | 
Whatever Robert Young and the | best of all industries, as well as | 
C&O Lines say and do about rail- | three lesser prizes, in the annual | 
road improvement is thoroughly competition conducted by Finan- | 
“merchandised” to stockholders, cial World, for attractiveness, com- | 


‘he could control better the time, 


|place and words of his announce- 


. for| ments and because he feared that 
|/national defense and the public | some 


“banker - controlled news- 
|papers would not run my stuff.” 

| Direct mail to “opinion leaders,” 
with copies of the ads, has been 
effective, too. 


News Stories Help 
| Actually, he has received much 
‘wider publicity through news 
\stories referring to and quoting 


Summarizing, last August, the 
| first year of the C&O-Nickel Plate 
{public relations advertising cam- 
paign for better sleeping car serv- 
ice, he said: ‘“‘We have only to read 
,a few hundred of the 6,000 letters 
|we have received ... nearly all 
‘from distinguished people—to rea- 
lize that never before have a few 
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advertisements by a railroad group 
brought such a wave of public ac- 
claim.” 

A survey among “influential 
Americans, asking what railroads 
are considered to be the most pro- 
gressive,” he said, probably would 
give the vote not to “huge roads 
like the New York Central, the 
Santa Fe, or the Union Pacific,” 
but to a “relatively small group of 


COMING J 
a NEXT WEEK® 


Tacoma’s 


? 7] ie 


200% 


employes, editors, and especially 
to the Congress and the public. 


| pleteness and accuracy. The Nickel 


Plate and Pere Marquette reports 
are similarly well done. | 

But stockholders are particularly | 

His labor relations have been! pleased to note that dividends con- | 
praised, among others, by A. F.| tinue to be paid, that net income | 
Whitney, president of the Broth-|continues substantial, and _ that 
erhood of Railway Trainmen. debt is steadily being reduced. 
Union leaders have cited his work For his public relations Mr. 
for better railroad service and his | Young used the definition: “Doing | 
fight against “banker - government | a good job and getting credit for 
monopoly” which, he claims, ob-| it.’”” He is proud that the sobriquet, 
structs it. Many of them are re-| “gadfly on wheels,” which the Bos- | 
ported as favoring his $47,000,000 ton Traveler pinned on him, is | 
offer for Pullman Company in- getting around. 


stead of a similar offer by the rail- He started to use newspaper | 
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HOME COVERAGE 


In the City Zone 


Union Heads Approve 


= = 
HERE ARE THE FIGURES! 


i ne Population 
Buttalo City 78 Population Estimate 


667,944 
175,775 
168,562" 


City Zone Families Semity 


Number of 3.8 Persons 


N. Y. State Estimate, 
ation 
946 


ircul 
i ity Zone Circe 
t Paid © Teper’, Sept. 30, 1 


95.9°% Home Coverage 


NEWS Ne 
Media Recor 


And It All Figures To 


*TOTAL Net Paid Daily Average Circulation, 262,094 


MAXIMUM COVERAGE AT MINIMUM COST 


BUFFALO EVENING NEWS ||. 


EDWARD H. BUTLER, Fditor and Publisher 


“Buffalo’s Only Evening Newspaper” 
KELLY-SMITH CO., National Representatives 


New York @ Chicago @ Philadelphia @ Detroit @ Boston @ Atlanta e San Francisco 


175% 
CHEYENNE ° 
SPOKANE e 166% 
Fa 1o4% 16S I5SO% 
o”. 
DENVER 
143% 


Study by Kerlin Research, N. Y. 
Shows Tacoma with a Whopping 


2/2” GAIN 


(Based on Bank Debits; January 
to October Totals; 1946 over 1939) 


TACOMA-Pierce County — Washington’s 
2nd Market—stacks up as one of your 
most important post-war selling areas. 
Second among Washington State counties 
in population, retail sales, industrial pay- 
roll and buying income, the Tacoma 
metropolitan district also shows an un- 
usually high percentage of business gain, 
‘46 over ‘39. Added proof that Tacoma 
is a “must” among major marketsl 


The Tacoma 
News Tribune 


81% Coverage of Tacoma-Pierce County 
- - Washington's Second Market! 


Puget Sound Country ._ 


The lower Puget Sound Country (Seattie-Tacoma 
area) does more than 50% of Washington State's 
business. If you aren't in the News Tribune, you 
aren't covering this market! 
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roads located in the Middle West.’ 
Mr. Young’s advertising debut March, 1942, to combat a banker- 
came in a newspaper campaign |/ICC plan for reorganizing the Mis- 


’ run 


For Your Advertising Campaign 


seta in the 
= SOUTHWEST gone 
4 | € Gath Dy 


@ Publicity 
@ Public Relations 
@ Campaigns 


@ Surveys 
: 303 Southland Annex 
7 DALLAS 1 TEXAS 


from November, 1941, to 


souri Pacific which, he told AA, 
was designed to “squeeze out the 
|little stockholders,” including Alle- 
gheny Corporation’s $70,000,000 
investment in the road. 

| “Full-page ads in New York 
and Washington papers carried the 
lease for the security holders. 
‘Twenty-four hours after publica- 
|tion of the last ad, Harry S. Stur- 
'gis of New York’s First National 
‘Bank phoned me to ask if we 
‘would work out a compromise.” 
|The MP, in which Allegheny still 
‘holds a substantial interest, is do- 
\ing nicely today. In fact The Satur- 
|day Evening Post described it as 


a”, RROW »S 


winners” of the war. 


Through Pullman Service| 


The “Pullman series” began 
| Nov. 19, 1945, with an ad in 55 
newspapers and later in maga- 
zines, on “Why Shouldn’t America 
|'Have Through Sleeping Car Serv- 
ice from Coast to Coast?” 

Mr. Young sent a proof of it 
with a letter to all members of 
Congress and to 666 business ex- 
|ecutives. One hundred fifty-two, 
or 23%, replied. All except two 
were definitely in favor of it. Clip- 
ping service returns showed that 
152 newspapers carried or com- 
mented on it in editorial columns. 

On Feb. 11, in a similar list of 
newspapers and magazines and in 
newspaper business papers, an ad- 
vertisement asked: “Are Chicago 
and St. Louis Part of America— 
or Not?” 

In March the now-noted “hog” 
ad appeared and was circulated to 
30,000 leaders listed in ‘“Who’s 


“one of the sensational money | newspapers. 


While this ad was 
|still running several large rail- 
|roads announced that they would 
‘introduce through service “across 
Chicago” within two weeks. 

| Meanwhile, Robert Young kept 
‘hammering at the “gates” which 
barred through travel at St. Louis, 
| Supported by special newspaper 
insertions there and in Dallas, Fort 
/Worth, Indianapolis and Cincin- 
inati. On June 13 the C&O pub- 
lished an ad; “Let’s Get the Mule 
(off the Tracks” in St. Louis. The 
‘next day the St. Louis Globe- 
| Democrat carried the news: “East 
ito Texas Through Trains Start 
Here July 7.” 


Stops Airline ‘Subsidies’ 


| The “Black Market in Travel” 
ad in mid-May brought 2,000 re- 


newspapers, and action—the same 
| week — by the Eastern Railroads 
| Presidents’ Conference. 


: ee , 
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group in October resigned fro: 
the Association of American Rail - 
roads, and he is now mapping 
greatly enlarged advertising ani 
“merchandising” program, to be 
signed by the new association. 

In the long run, Robert RB. 
Young concluded, the big bankers 
who control 86% or more of the 
directorates of the major railroads, 
the administration, the Congress, 
the Supreme Court and the gov- 
ernmental bureaus, including the 
ICC—all must be induced to “serve 
the people.” 


|ford S. 


| He acted in advertising at that | 


|time to get the railroads to “stop 


Street & Smith Names 6 
Street & Smith Publications, 
New York, has made the following 
new appointments: C. W. Cousens, 
national advertising manager, and 


|Robert Harkness, midwestern 
plies from leaders, stories in 1,250. 


manager, of Mademoiselle; Clif- 
Ensinger, national adver- 
tising manager, and Robert Gard- 


anier, midwestern manager, of 


|Charm; Charles Coffin, midwestern 


manager, Pic; and Frank J. Smith, 
midwestern manager, Air Trails & 


Adve 


was 20ec a pound when World War II 
started—and was selling at 14c a pound 
when the war ended. But this was nothing 
new for aluminum. The history of Alumi- 
num Company of America is a history of 
price reduction. 

When the company was founded in 
1888, to make aluminum by the Hall 
process, the metal was selling for $8 a 
pound, and each day’s precious output was 
locked up in the office at night. Alcoa 
developed this new metal and has made 
it low priced and common in use. 

While the general price level of all com- 
modities has today soared to the peak of 
1926, aluminum is now about half its 1926 
price. Since 1928, the yearly average price 
of aluminum has never gone up—always 
down. 

Naturally, lower prices have spurred 
the use of aluminum and made its advan- 
tages available for thousands of applica- 
tions that improve our daily living. In 
1919, aluminum accounted for only 2.8 
per cent of the dollar value of all U. S. 


metallic products. In 1940, before the 


atin © |Who.” It drew 3,000 replies and subsidizing the airlines.” Because | Science Frontiers. CH: 
414 SO: STATE STREET 612 NO. MICHIGAN AVE | was reported in an estimated 2,000 their departures were, and are, at} pete: Charl 
. the mercy of the weather, the air- | Storer Sells WHIZ heade 
i — lines had been in the habit of | WHIZ, 250-watt NBC affiliate in forme 
. serving regularly large blocks of | Zanesville, O., has been sold for — noun 
train space for their passengers. | approximately $275,000 by the & retiri 
If a flight was canceled, the airline Fort Industry Company of Toledo § ¢ircul 
simply sent its passengers through and Detroit, headed by George B. & o¢ an 
on a train. If not, the airline| Storer, to three Zanesville men- Carol 
. boasted of its speed, and the rail- Maha Ls Littick, president of the “Mr 
: a |Zanesville Publishing Company, ' 
ei 2 ree eer ere ee road was wees Bie the empty! publisher of the Zanesville fp patch 
1e eighth in a series of frank talks about the aluminum industry anc coa space. The rai roads, Mr. Young | Times-Recorder and Signal; Clay most 
estimated, were losing “tens of Littick, secretary -treasurer and Navy 
millions of dollars a year,” to keep | business manager of the publish- § Orlea 
their rivals going. ing company, and Ernest B. Gra- tising 
This “exposure,” he told AA, ham, Zanesville attorney. Sale is try in 
completely ended this practice, |SUbJect to FCC approval. with 
NAME THREE ITEMS by forcing the ainines (0 eaneel p= Oy a Sra 
their space 24 hours ahead of time 2 Join Chef Boy-Ar-Dee i 

—when they didn’t know whether Andrew J. Percival, formerly § Carey 
, they would be able to fly. director of industrial relations of B execu 

Sperry Gyroscope Company, and 
C] ™ d —— Up to Young , .. | Ward H. Nessen, recently released re 

eaper O ay In the “Rolling Tenements” in-|from the Army, have been ap-f— .. 
ce sertion, last July, Mr. Young de-| pointed industrial relations man- °° 9" 
a scribed how the C&O Lines for| ager and administrative planner, ‘he V 
a nine months “had pleaded with Tespectively, of Chef Boy-Ar-Dee f} Sentt 
pei ] ‘han Before | he War other roads .. . for agreement on | QUality Foods division of Ameri-f dent 
‘H sleepers of standardized designs— | “*" Home Foods, Inc., Milton, Pa. thal 
to be ordered in large enough — 

quantities to gain the economies To Needham & Grohmann R 

: . . lof mass duction. Nothi Cosby Brush & Import Com- 

Of course, you can name one—aluminum. war demand occasioned the great alumi- | ae onus Wee pany, New York, has’ cuelaed obs 
But can you, offhand, name any others? num expansion, that proportion had | Although this ad also brought = Gade abveiaee an Maar al Hartt 
: : la ©! ® offices 
Most everybody knows that aluminum moved up to 4.5 per cent. poreny and newspaper response, the | ondon brushes. Lewin 


: other railroads still rely, appar- | 
It has always been Alcoa’s policy to ‘ently, on him to get things done. 


pass its price savings on to its customers| With the Department of Justice 


Boosts Sunday Price 
The Omaha World-Herald has 


. . 'on his side, he has put his Pull- 
—to you, the public. And that will always jan case before both the Supreme 


be Alcoa’s policy. In the years between | Court and the ICC. To combat the 


two World Wars (1919 through 1938), for 
example, Alcoa’s net income amounted to 
less than 7 per cent on the capital em- 
ployed. 

Now, what about two other items of 
everyday use that cost you less today than 
before the war? Well, here are a couple: 
(1) nylon stockings; (2) fluorescent lamps. 
And did you know that millions of pounds 
of Aleoa Aluminum go into the textile 
machinery that’s used to manufacture 
sleek nylons cheaper and in tremendous 
quantities? Or that more than a million 
miles of Aleoa Aluminum cable help de- 
liver the electricity that lights American 
homes, offices, and factories? 

ok * ok * 
There are many more interesting facts 
about aluminum that you ought to know. 
This series of advertisements is bringing 
them to you. Watch the pages of this 
publication. 


ALCOA 


ALUMINUM COMPANY OF AMERICA 


[ALc COA 


1882 GULF BUILDING - PITTSBURGH 19, PENNA. eee] 


“dry rot” of the railroads, his C&O 


increased its Sunday newsstand 
price from 10 to 12 cents. No 
change was made in the carrier- 
delivered cost. 
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NEW PUBLISHER—Thomas L. Robin- 

son, new publisher of the Charlotte 

News, looks over a late copy of the 

newspaper, largest of any evening daily 
in the Carolinas. 


Robinson Buys 
‘Charlotte News’ 


CHARLOTTE, N. C.—Sale of the 
Charlotte News to a new con) vany 
headed by Thomas L. Robinson, 
formerly of Boston, has been an- 
nounced by W. Carey Dowd Jr., 
retiring publisher. The News’ 
circulation of 55,000 is the largest 
of any evening newspaper in the | 
Carolinas. 

Mr. Robinson, owner of the Dis- 
patch, Casa Grande, Ariz., weekly, 
most recently has served in the 
Navy public relations office in New 
Orleans. He was eastern adver- | 
tising manager of Modern Indus- | 
try in 1940 and before that served | 
with the New York Times and 
Syracuse Post-Standard. 

J. Edward Dowd, brother of 
Carey Dowd, will remain on the 
executive staff as vice-president 
and general manager. Both are 
stockholders in the new company, 
as are Gordon Gray, publisher of 
the Winston - Salem Journal and 
Sentinel; Francis M. Hipp, presi- 
dent of Liberty Life Insurance 


| 
| 
| 


others. 


Robotham Agency Moves 

Edward W. Robotham & Co., 
Hartford agency, has moved its| 
offices from 74 Union Pl. to 24| 
Lewis St. 


If you sell 
VITAMINS | 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


WIBW 


"Tee Vries f Namaaa” 


Topeka...Kansas, 


You Need WIBW. 


Rename ‘Union & Leader’; 
Shift Personnel 


The Union, Manchester, N. H., 
has been renamed the New Hamp- 
shire Morning Union and the 
Leader, Manchester, has been 
changed to the Manchester Eve-+ 


ning Leader. Hugh R. O’Neil, for- | 


merly assistant managing editor 
of both dailies, has been appointed 


managing editor of the Union. ' 


James L. Mahoney has been pro- 
moted from the city desk to man- 
aging editor of the Leader. Rob- 
ert Blood, who for several years 
has been managing editor of the 
two newspapers, remains in gen- 
eral supervision of news and edi- 
torial departments. Both papers 
were recently purchased by Wil- 
liam Loeb and the Ridder brothers 
(AA, Nov. 18). 


Donnelley Ups Davis 


Henrietta G. Davis, direct mail 
executive in charge of production 
of Reuben H. Donnelley Corpora- 
tion, New York, has been named 
eastern manager of the direct mail 
division, succeeding Herbert F. 
Lewis, who is retiring. 


SSEBCing you’’... in INDIANAPOLIS 


WIDE 


“Rooms for Gli’s” Bats 
304 in the Big League 


Despite the big league opposition offered by three 
outstanding network shows, “Rooms for GI’s”—a 
WIBC public service program heard on Wednesday 
night at 9-9:15 (CST)—is doing all right. Already it 
has produced offers of 304 homes for veterans . . . 
proving that there’s a warm spot in Hoosier hearts for 
the ex-G.I. . . . and a large and loyal following for the 
fastest growing radio station in Indianapolis. Ask your 


John Blair Man. HE knows. 
JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


1070 KC 
5000 WATTS 


BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 
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has the strongest 
program appeal in 
its long history 
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.-. Buffalo’s oldest station. ..Columbia’s basic outlet... 
is heading for new peaks in 1947 under the new owner- 
ship of two of the industry’s most successful manage- 
ment pioneers ...Leo J. (“Fitz”) Fitzpatrick and I. R. 
(“Ike”) Lounsberry. 
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RAND BUILDING, BUFFALO 3, N.Y, 


National Representatives; Free & Peters, Inc. 
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Benedict Appointed 
‘Nashua Ad Manager 


| W. E. Benedict, advertising and 


publicity director of Callaway 
|Mills for the past three and a 
|half years, has resigned to join 


| Nashua Mfg. Company, New York, | 


|a subsidiary of Textron, Inc., as 


'. |advertising and sales promotion 


;|manager. He_ succeeds _ Irving 
| Brown. 
At Nashua, Mr. Benedict will 


handle advertising and promotion 
|for rayon blankets, combed per- 
'cale sheets and Indianhead cloth. 
|He was formerly in the merchan- 
|dising department of J. C. Penney 
Company and the advertising de- 
partment of Cannon Mills. 

Ben M. Seiger, Washington 
representative of Textron, Inc., 
and its subsidiaries since Novem- 
ber, 1945, has been named di- 
rector of a new marketing re- 
search department set up by 
| Textron. 


Kaplan & Bruck Moves 


Kaplan & Bruck, New York ad- 
vertising agency, has moved from 
424 Madison Ave. to the Fisk 
| building, 250 W. 57th St. 


YOU MAY BE ABLE TO MAKE 
A 289° SKI JUMP’— 


BUT—Y0u 


CAN'T REACH 
WESTERN MICHIGAN FROM 
CHICAGO OR DETROIT! 


A skier always will make several trial runs over a 


new course to look for 


hidden obstacles. But you 


can’t look over the area surrounding Western Michi- 
gan and see the wall of fading that isolates this dis- 
trict from outside broadcasts. 


When people in this area listen to their radios, they 
tune to their favorite “behind-the-wall” stations— 
WKZO in Kalamazoo and WJEF in Grand Rapids. 
This CBS combination gives you complete coverage 
of Western Michigan, with approximately a 10% 
greater “Share of Audience”, morning, afternoon or 
night, than all the stations of any one other network. 
combined! Let us send you all the facts, or just ask 


Avery-Knodel, Inc. 


* Torger Tokle did it at Iron Mountain, Michigan, in 1942. 


FIRST In GRawo RAPIDS 


AWD KENT COUNTY (CBS) 


Beth owned and operated by Fetzer Broadcasting Company 
Avery-Knodel, Inc., Exclusive National Representatives 
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JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


r 1947 ~ 
Pages Lines 
GENERAL 
Ace Fiction Grp..... 7.5 1,602 
American Magazine. 57.3 24,047 
American Forests ... 9.2 3,850 
American Home .... 31.3 19,795 
American Legion ... 16.7 7,072 
Better Homes & 
ee a eee 61.3 38,730 
Christian Herald ... 23.7 10,163 
MOONEE ib cceiciccs: 5.0 3,403 
Cosmopolitan ....... 53.3 22,897 
Dell Men’s Grp...... 14.6 6,279 
7Dun’s Review ..... 41.7 17,514 
ol ee 8.6 3,709 
Esquire (Natl.) ..... 140.3 94,220 
MIMCONBIOH 620 cc cwse 13 9,199 
a ee eee 121.4 76,709 
yrade Teacher, The. 18.6 8,191 
ag) 34.7 23,562 
House Beautiful 65.0 41,067 
House & Garden..... 56.0 35,385 
| Improvement Era 15.9 6,814 
| ROE, Ses hice 12.4 8,462 
| Macfadden Men’s Grp. 3.7 4,818 
|Mechanix Illustrated 66.8 14,997 
| Motor Boating ...... 215.3 126,604 
| National Geographic. 21.0 4,998 
|tNation’s Business.. 38.0 16,302 
Nature Magazine ... 3.2 1,375 
yt Pato rn ee re 11.4 7,375 
Popular Mechanics... 145. 32,662 
Popular Publications 10.9 2,446 
Popular Science 133.0 29,792 
PROMCONUSGSE 2.6.6. case 48.3 20,715 
pe) 40.4 17,322 
BOTOEERN Sah e sewer ies 8.0 3,427 
Scientific American.. 9.0 3,507 
_@ rere eee ee 9.0 3,797 
Street & Smith All 
weecion GOP. i.vs 5.0 930 
ere rr. ee 52.5 22,050 
Thrilling Fiction Grp. 17.8 3,986 
Town & Country.... 101.8 68,355 
i SO ee rire 43.3 18,587 
Bi Sere 198.4 116,659 
Total Growp ...... 1,956.8 956,015 
WOMEN 
eee ee ee 88.0 37,752 
cFamily Circle ..... 15.0 6,447 
| ee Cee eee 106.8 45,831 
Good Housekeeping. 73.7 31,634 
Harper’s Bazaar 105.3 66,570 
fo yg a 21.1 8,517 
RAOUBGRGIG 206 6c ieee. 12.6 8,575 
| Junior Bagaar ...... 56.4 35,657 
| Ladies’ Home Journal! 80.1 54,446 
| Mademoiselle ....... 172.0 73,788 
| MROOMEER ce See seuss 57.2 38,913 
Modern Romances 
1 |_| gee: Sty Ae Ree 26.1 11,217 
Modern Screen (MM) 31.9 13,673 
Motion Picture (F).. 32.5 13,918 
MEOVIGIORGE §..c cc csues 21.0 9,018 
| a, a. 37.0 15,865 
Movie Show ....:.:. 25.8 11,070 
Movie Stars Parade 37.0 15,889 
| Movie Story (F)..... $1.5 13,489 
CO eee oe 37.0 15,889 
| Parents’ (N. Y. Metro 
eS ere errr 48.2 20,681 
| Parents’ (Nat’l) 42.3 18,131 
| Personal Romances.. 29.9 12,862 
| Photoplay (Mac) ‘ 30.8 13,229 
Radio Mirror (Mac). 18.3 7,864 
*Real Romances 13.4 5,757 
|*Real Story ........ 13.4 5,757 
|Sereen Guide ....... 15.3 10,383 
Screenland Unit 49.8 21,268 
Screen Romances 28.4 12,168 
POORER 64 setae nce 12.5 5,372 
| Seventeen ......... 70.7 48,042 
Today's Woman as 19.8 4,625 
| True Confessions (F) 27.0 11,533 
| True Experiences 
i oe 0.4 8,767 
True Love & Romance 
ee 18.8 8,058 
True Romances (Mac) 21.4 9,198 
ei 12.5 17,506 
Vogue (2 issues).... 198.2 125,239 


1946 ~ c 1947 , cr 1946 
Pages Lines Pages Lines Pages Lines 
| Woman's .DGy .2.6«. 30.6 13,134 32.8 14,080 
8.1 1,921 Woman’s Home Com- 
66.0 27,716 | panion ........... ae 25,663 42.0 28,573 
10.0 4,200 | 
44.6 28,194 | Total Group ....«. 1,845.8 936,149 2,130.7 1,082,735 
31.7 13,353 STANDARD 
; American Mercury .. 4.3 791 10.5 1,914 
56.1 35,475 | Atlantic Monthly 15.5 6,510 85.0 35,700 
35.4 ayy | Harper’s Magazine... 20.1 4,785 33.9 8,074 
Do 3) 
53.6 23,059 Total Group ...... 39.9 12,086 129.4 45,688 
21.8 9,352 OUTDOOR 
seg 14M | American Rifleman.. 40.2 17,241 26.7 11,473 
1 8 0 86.027 Field & Stream...... 43.7 18,720 50.5 21,121 
14.2 * 9741 | Fur-Fish-Game ..... 23.5 10,086 19.9 8,443 
148.3 93'694 tHunting & Fishing. 13.8 5,925 17.9 7,510 
231 o'74g | TOUtdoor Life ...... 35.6 15,292 43.1 18,086 
= Wet" 4 PROGR DOTE: 45.6010. 05s 9.8 4,222 sate ater 
66.3 41,931 TSports Afleld ...... 43.1 adnate 41.9 _ ay 
ca. “cane Total. GROUP ...... 209.7 85,752 200.0 84,028 
v.00 9 ‘ 
16.6 11,349 JUVENILE 
20.3 8,553 tAmerican Girl ..... 8.3 3,586 8.8 3,708 
62.0 13.889 Boy’s SES eee 8.0 5,451 8.3 5,671 
159.0 93.492 Calling All Boys.... 9.0 3,771 2.3 865 
2 0) 7,854 7Calling All Girls... 11.9 4,975 12.0 4,587 
79.9 33,557 GFREe  AMEO. bi does c-00 1.8 771 2.6 1,09¢ 
2.4 1,047 Famous Funnies 7.0 2,709 7.0 2,70! 
10.5 7,140 *Open Road for Boys 5.8 meee. gee Mis eae 
140.6 31,500 Polly Pigtails eeeese 2.3 901 6.0 2;281 
17.2 3,883 *Trus Comics ...... 4.6 i ¢ ner ee ore ar 
. sissies 
gee rete Total Group ...... 48.3 22,164 47.0 20,917 
39.7 17,046 WEEKLIES—DECEMBER 
12.0 5,152 American Weekly 68.6 68,595 78.3 78,287 
11.0 4,858 Business Week ..... 264.8 111,222 370.5 155,619 
date ner Christian Advocate. . 15.9 6,675 18.1 7,603 
| GCollier’s ......ceee. 231.5 157,445 217.5 147,892 
5.0 930 | oo” eee 129.3 55,227 175.3 75,515 
36.0 PEEe 1 eee Shak so hcewwun 28.5 12,214 50.2 21,537 
21.9 4,916 SO Serre eer 23.9 25,080 43.6 27,152 
91.5 61,495 > a eee 75.0 32,191 179.4 76,963 
39.0 16,741 Life 313.4 213,377 308.8 209,991 
156.6 92,096 Look 83.6 56,837 98.4 66,938 
- Newsweek ....... 300.9 126,381 341.3 143,354 
1,941.2 935,274 New York Times 
BEGGING 20 ce ienss 162.8 138,401 91.3 77,652 
OW ZOPEO? 2. kisses 291.2 124,945 337.7 144,888 
cys yer | fPathfinder ......... 27.9 11,965 45.8 19,241 
123.0 52.767 | PAPERS si ocs ts cesiss 23.2 16,602 36.2 25,940 
72.7 31.969 | dSaturday Evening 
149.6 94.064 |. FOBE  evsncosceress 298.6 203,023 315.9 214,823 
10.4 7.906 dSaturday Review of a 
13.2 9.004 | EACGPRCETS occ ceccs 76.2 32,707 106.1 45,535 
119.5 75.524 fe eee 18.8 7,862 23.5 9,870 
76.7 59137 | *This Week Magazine 52.0 44,155 52.9 43,667 
175.0 75.075 | Time ......... ates 354.1 148,701 336.6 141,368 
63.0 42,808 | United States News... 147.1 61,787 08.8 87,700 
33.2 14,231 | Total Group ...... 2,987.3 1,655,392 3,436.2 1,821,535 
a ° a 
pe Hp *Not included in totals. 
7.5 11.815 aFirst issue published March, 1946. 
49.6 21.286 bFirst issue published September, 1946 
23.3 12.145 +Page size changed since last year. 
50.6 21739 | cPublished weekly 1945. 
37.8 16.247 | dFour issues 1946; five issues 1945 
49.7 21.324 eFive issues both years. 
Pa e fPublished bi-monthly 1947. 
65.6 28,129 CANADIAN 
59.1 25,344 Canadian Home 
48.3 20,726 SOGEHEL seccicsas: 29.7 20,214 25.6 17,378 
36.6 15,701 | a*Canadian Homes & 
21.3 9,130 EE 04528080 35.8 24,058 re ae oe 
17.8 Tne | CRAGGIIES 2cccusess 24.9 16,899 26.4 17,926 
7.8 TyOOe | PRMUOE coca 0s 08 cans 44.6 19,151 47.4 20,341 
17.5 11,905 Maclean’s (2 issues). 44.6 30,307 46.3 31,49 
26.7 11,460 pO Pee rere are 49.0 32,932 43.1 28,981 
33.9 14,564 National Home 
17.4 7,469 BEORERIY ccsccccnss 14.0 9,497 16.5 11,246 
97.5 66,3821 | New World ......... 21.4 14,560 23.3 15,849 
12.8 5,508 | Revue Moderne, La.. 15.4 10,473 16.5 11,221 
34.0 14,560 | Revue Populaire, La. 15.7 10,958 17.7 12,419 
7Sameadi, a! giee wees 36.5 25,545 33.6 23,528 
22.7 9,746 —_——_ 
Total Group ...... 295.8 190,536 296.4 190,384 
23.0 9,881 -— 
26.7 11,441 *Not included in totals. 
40.7 17,355 *+December linage. 
160.4 104,397 aNo January 1946 issue. 


Dailies Boost Copy Price | 


The Boston Post has increased 
its per copy price from two to 
three cents and the Buffalo Eve- 
|ning News has raised its price 
|from three cents to four cents. 


. . . . 
Rejoins Union-Star’ 
| Albert A. Reidinger, recently re- | 
leased from the Army as lieuten- 
ant colonel, has rejoined the ad- 
vertising department of the Union- 
Star, Schenectady, N. Y. 


isso been named assistant manager of 

Di lves Sun Spun ; sales operations. She will assist 
Sun Spun Sales Corporation, a|—. P. H. James, sales operations 

subsidiary of Burlington Mills! manager. 

Corporation, New York, has been | 


dissolved and will operate here- : : 
after as the bedspread division of | Towncliffe Plans Drive 


Burlington Mills Corporation of| ,Towncliffe, Inc., manufacture 
New York. | of women’s casual suits and coats, 
|has launched a national advertis- 

series featuring the new 


MBS Promotes Graef | ing 


Towncliffe line for spring and the 

Alma F. Graef, formerly man-| Towncliffe television preview § 

ager of contracts and estimates for| Adair & Director, New York, }5 
Mutual Broadcasting System, has| the agency. 
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4lst anniversary issue of Variety, 
dated Jan. 8, and the Jan. 9 an- 
nouncement of the Screen Actors 
Guild denouncing “personal ad- 
vertising in the special editions 
and special sections of the trade 
press” are cause and effect? 


ok * * 
Despite recent Anheuser-Busch 
advertising, insiders say Pabst 


shipped more beer than any other 
U. S. brewery during the last five 
months of 1946. A-B, with largest 
brewing capacity, will undoubt- 
edly regain No. 1 position during 
"47. 
po * a 

One of the newer “every-month- 
club” deals is “Uncle Charley’s 
Toy-Every-Month-Club” of Monte 
Tio, Cal., a project of three San 
Francisco advertising men. 
Charles McDougall, account ex- 
ecutive for BBDO, Paul Beuter, 
advertising manager of MJB Com- 
pany, and Fred Keast, ad manager 
of Crocker-Union Lithograph 
Company, are the principals in the 
new enterprise, which ran an ex- | 
tensive pre-Christmas direct mail | 
campaign to sell its special gift- | 
for-children idea. According to 
the sales literature, Uncle Charley | 
got two child psychologists to help 
him pick out the toys; one result | 
is an “atomic yo-yo,” which gives 
off sparks. 


1K % : 

In less than nine months the 
Mengel Company, Louisville, has 
reached the halfway mark in its 
three-year drive to achieve $15,- | 
000,000 annual sales (at factory 
prices) for the branded furniture 
line it launched last spring (AA, 
May 6). 

Mengel shipped more than $2,- 


app POWER 
> TO youR — 
esentaTion 
_ witH v. P. D- 


To make your presen- 
tations more effective 
dress them up in these 
smart V.P.D. albums with 
their transparent plastic 
“Windows” 


Now available in the new 
larger 11 x 14 size (big 
enough for LIFE pages) 
with simulated leather over heavy 
board covers*. Also in 5 x 8, 8x 10 
and 8/2 x11 with flexible simulated 
leather covers with up to 24 spark- 
ling transparent windows** 


Ask your stationer to show you 
these and other V.P.D. plastic prod- 
ucts. If he doesn't have V.P.D. items 
write us for Catalog 46..... and give 
us the name of that store. 


"Multo-Ring Stiff Cover Album 


with 20 win- 


dows ll x 14. f 5 
Black $7.50. 
Brown, gold | | 
dehossed ' 

$10.00. ( 


“Multo-Ring Flexible Album 


24 windows 8'/2xIll. $4.50. 


JOSHUA MEIER COMPANY 


Dept. No. I9 
0. Box 242 
New York 3, N.Y. 


Station D 


000,000 of its nationally-advertised 


Permanized bedroom suites and | 


revolutionary Module units during 
the final quarter of 1946, attaining 
an annual level of $8,000,000 fac- 
tory sales. 

Eschewing traditional coopera- 
tive advertising deals and exclu- 
sive franchises, and placing $300,- 
000 in national advertising behind 
its branded lines, Mengel has ap- 
parently achieved a solid initial 
success for its marketing policies, 
which include selective distribu- 
tion and fair trading. The initial 
four-color campaign for Pérman- 
ized furniture in national, women’s 
and shelter magazines has pulled 
152,000 inquiries in seven months. 
An August ad brought in 21,000 
replies, while a November ad 
pulled 13,000 inquiries. Leads are 
passed along to the 323 major de- 
partment and furniture stores 
which have signed Mengel con- 


i ae i 
y het ai 


tracts. 


Full-page ads for Carson Pirie|rubbers and lubricant additives; 
'Scott & Co. and The Fair recently 


introduced Mengel’s Module line, 


,/which customers may assemble 
| into a variety of units, to the Chi- 


cago market. Previously sold only 
in New York, Newark, Brooklyn 
and Louisville, the modular line 
will be released in Detroit in the 
near future, and in approximately 
25 markets during 1947. 


Standard Oil Forms 
Enjay Subsidiary 

Standard Oil Company of New 
Jersey on Jan. 1 organized a sub- 
sidiary, Enjay Company, Inc., to 
take over the sale and distribution 
of all products handled by the 
chemical products department of 
Stanco Distributors, Inc., and 
Standard Alcohol Company. En- 
jay will handle national and ex- 
port marketing of numerous prod- 
ucts based on synthetic chemicals 
derived from petroleum, as dis- 
tinguished from regular petroleum 
products such as gasoline and 
lubricating oil. Formerly Stanco’s 
unit, under the direction of John 


A. Britton Jr., marketed synthetic | 


and Standard Alcohol, headed by 
James G. Park, marketed various 
synthetic alcohols and_ related 
products. 

H. W. Fisher will be president 
of the new company with Mr. 
Britton and Mr. Park vice-presi- 
dents; W. F. Quick, secretary; 
H. P. Schoeck, treasurer; G. M. 
Buckingham, assistant secretary, 
and L. R. Moore, assistant treas- | 
urer. 


Traube Joins Earl Ferris 


Leonard Traube Has resigned as 
editor-in-chief of The Billboard, 
amusement weekly, to join the 
Earl Ferris Company, New York 
public relations counsel, as vice- 
president, effective Jan. 13. He 
will head up a special creative 
division of the Ferris organization. 


Appoints Conners III 


William J. Conners III has been 
named assistant editor and pub- 
lisher of the Buffalo Courier-Ex- 
press. His father, W. J. Conners 
Jr., is president and publisher of 


the paper. 


OFFICES IN 
PITTSBURGH AND NEW YORK 


> ABC's key stations are out to beat their 
record-breaking 1946 national spot sales 
billings... 


Last year was an exciting year for these ABC stations! 
The same step-up in national spot billings continued 
from °45. Figures over a ten months’ period show a 
21.3% increase in 1946. ..a clear indication that ad- 
vertisers who want more for less are swinging to ABC. 

Added highlights of the year: thanks to ABC 


programming and Spot Sales representation, American 


Remember these winners in ’47 


Pacific Network sales jumped 14.5% from 1945... 
WMAL, the Washington Star’s station in the nation’s 
capital (which ABC Spot Sales represent), showed 
22% increase over the past year. 

And now ABC Spot Sales will open a new office 
in Detroit, on January 15, 1947. So you can see the 
new year will be bigger than ever for ABC. It’s 
gratifying to know we’re a “going” concern, but it’s 
even more gratifying to realize that we’ve made so 
many new friends this past year. We'll do our level 
best to justify their confidence in us this coming year 
and make 1947 a record-breaker! 


American Broadcasting Company 


ABC KEY STATIONS REPRESENTED 
CHICAGO 


Civie Opera Building 


NEW YORK 
33 West 42nd Street 


SAN FRANC 
155 Montgomery Street 


BY SPOT 
isco 


SALES OFFICES AT: 
LOS ANGELES 
1440 N. Highland Avenue 


DETROIT 
Stroh Building 
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McCann-Erickson 
Regains Soil-Off 
Account March I 


GLENDALE, CauL.—Soil-Off Mfg. 
Company, maker of the “world’s 
first liquid paint cleaner,” has re- 
appointed the Los Angeles office 
of McCann-Erickson as its agency, 
effective March 1. McCann-Erick- 
son launched national advertising 
of Soil-Off in 1944. 

Prior to that time the product, 
whose formula was discovered and 
developed by Vera and Bernhard 
Nyman, had been a popular house- 
hold name in the Pacific states, 
advertised widely on Pacific Coast 
network stations. With McCann- 
Erickson as the agency, Soil-Off 
extended its radio advertising, in- 
creased coverage through painted 
bulletins, newspapers and trade 
and launched the 


|modeled in 1947 and *48—all with 
|shiny, light-painted surfaces to be 
| kept clean—Soil-Off expects a tre- 
/'mendous market.” 


product in national magazines. 
Last November (AA, Nov. 18) it 
announced a 1947 budget in ex-| 
cess of $300,000, to be handled by | 
the retiring agency, Frank Oxarart | 
Company, Los Angeles. 

“The production of Soil-Off is | 
now at an all-time high,’ Vera 
Nyman told AA. “With so many | 


SELL BY MAIL} 


Let this successful mail order advertising 
agenty show you how to sell your merchandise, 
books, courses, services, etc. 

ARTWIL COMPANY, 
26-B West “= 


Advertisin 
. @ New York 19, N. Y. 
MEdaltion 8-0813 


| relations photographic studio, with | 


homes being constructed or re- 


The account will be serviced by 
Burt Cochran, vice-president, and 
Bill Lee, account executive. 


Czechs to Promote 
Two-Year Plan 


The Czechoslovakian Ministry 
of Finance, to be followed later 
by various branches of industry, is 
opening promotion of a “Two 
Year Plan” for 1947-48 aimed at 
increasing production in all in- 
dustries as well as agriculture to 
a level 10% higher than before 
the war. 

The slogan ‘1947-1948, Two 
Years of Work, Two Steps to 
Prosperity,” as well as an emblem 
have been adopted. Despite na- | 
tionalization of industries, in-| 
creased advertising copy is ap- 
pearing in the newspapers of all | 
the country’s political parties. 


‘Buys ‘Herald & Journal’ 


The Herald and Journal, Spar; | 
|tanburg, S. C., has been sold by | 
Smith Davis and William A. | 
Townes to Carmage Walls, pub-| 
lisher of the Telegraph and News, 
| Macon, Ga., and his associates. 
Mr. Walls has been quoted as say- 
ing he will ask Mr. Townes to re- 
main as publisher. 


Opens Own Office 

Hamilton Darling, formerly with | 
the Southern California Gas Com- | 
pany, has formed his own public 


offices at 858 S. 
Angeles. 


Flower St., Los | 
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WSGN can cover your market whether it’s 


in Birmingham or surrounding cities. 
o of the potential audience from 8 A.M. 


So, when you need Alabama cov- 


erage—with strong promotion to back your 
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Alley & Richards Company, New 
York agency, has changed from a 
partnership to a corporation, ef- 
fective Jan. 1, becoming Alley & 
Richards, Inc. The company main- 
tains a Boston office. New officers 
will be elected at a first annual 
stockholders’ meeting in March. 


Corday Moves Storfer 
Rudolph Storfer, vice-president 
of Parfumerie Internationale Cor- 


president of Parfums Corday, Inc. 
He will coordinate merchandising 
for the French and American com- 
panies. 


Expands Pie Mix Drive 


Peer Food Products Company, 
Chicago, will expand advertising 
for its ready-mixed pie crust 
preparation, Peer Brand pie 
dough, using recipe ads in news- 


only. The product eventually v 
be distributed nationally. Erv 
Wasey & Co., Chicago, handles ' 
advertising. 


Inland Press Adds Two 


The Inland Daily Press A 


ciation has elected to membersn!! 
the Tribune, Great Bend, Kan.. @n° 


the University of Kansas D 
Kansan, Lawrence, Kan. 
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‘Generous’ Budget Parcels 
Up for Justification Soon 

WASHINGTON — Within a few 
weeks Officials of the various gov- 
ernment departments will begin 
trooping before Rep. John Taber’s 
House appropriations committee to 
justify the rather generous budget 
portions recommended by _ the 
President. 

“Generous” here is used in the 
sense that the recommendations 
were considerably more lenient 
than advance publicity had _ in- 
dicated, though they are niggardly 
enough—to hear government 
people speak. 

The functional breakdown of 
government activities presented in 
the budget this year for the first 
time should make it easier for 
Republican economy advocates to 
select precise areas where they 
feel the government is over-active. 
, Thus they can trim—or elimi- 
349,599 nate the $1,654,000,000 ($86,000,- 
000 over last year) for “Social 
welfare, health and security,” or 
the $88,000,000 for “Education and 
general research,” instead of) 
knocking off a Commerce Depart- | 
ment clerk here, or a Labor De- | 
partment statistician there. 

* * * 

Functional handling of _ the’ 
budget eliminates false impressions 
about various agencies. For ex- 
ample, Republican hopeful Harold 
Stassen wondered why the De- 
partment of Commerce needed 
$200,000,000—$43,000,000 over last 
year. Actually half of the De- 
partment’s funds are yappiererinered, 
g25.00;for maintenance of the nation’s | 
1,640,835 Rairways. The Bureau of Foreign | 
sonia [& Domestic Commerce and the 
nag ou7pecensus Bureau between them are 

259,540asking only $30,000,000. 

345,806 %* ok ok 

795,075 
2,198.44 

708,911 
1,456,98 


During the coming year, the) 
War Assets Administration staff | 
will drop from 65,000 to about) 
on, o. 20,000 as the surplus property| 
Ljoas sales job tapers off. In the field | 
255,24) palone, the number of salesmen will | 
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Advertising Age, January 20, 1947 


By STANLEY E. COHEN, Washington Editor 


/managers will be pared down from 


drop from 3,242 to 1,911. Sales 
466 to 269. When the funds pro- 
vided by the new budget run out 
on June 30, 1948, the disposal job 
will be virtually completed. 

oe % o 


Among the first 1,000 bills in 
the Congressional hopper is HR 
322, tightening up on the use of the 
national flag. Use of the flag—or 
anything that might be taken to 
be the flag—“to advertise, call at- 
tention to, decorate, mark or dis- 
tinguish” an article of merchan- 
dise would be punishable by a 


Fee 


land permit the dead letter office|cost of maintaining the airways, 


to forward undelivered magazines 
to veterans’ hospitals. 
a * % 
FM applicants in important 
cities bite their fingernails while 
FCC “picks the winning numbers” 
where applications outnumber 
available channels. Unable _ to 
order their equipment, these ap- 
plicants fear they will be so far 
down the manufacturer’s list that 
they will not get delivery this 
year. FCC Chairman Charles 
Denny promises to rush these de- 
cisions, but FCC must handle lit- 
erally hundreds of disputed ap- 
plications, and there are only 24 
hours in a day. Note: To clear 
its backlog of standard broadcast 
applications, FCC will “freeze” 
new standard applications arriv- 
ing after Feb. 7. The commission 
hopes to clear its active file by 
May 1, and to provide 90-day serv- 


ice on applications from then on. 
% x * 


$500 fine or six months in jail. 
Other bills would repeal marga- | 
rine taxes, provide for federal) 
registration of trade associations | 


Government is trying to make 
its services pay as they go. Air- 
lines will be asked to share the 
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vertising revenue should continue 
to increase as the seller’s market 
changes to a buyer’s market and 
manufacturers use all the selling 
tools they can find, the Depart- 
ment says. 


and publishers probably will be 
required to pay more for second 
class mail. Similarly the Patent 
Office will boost its fees again. 
Attorneys say they are already tvu 
high, but the President feels that 
inventors and trademark owners 
should foot the bill for additional) Appoints Sweeney Co. . 
employes which has run the Patent; John M. Sweeney Company, 
Office budget to $10,000,000, nearly Boston, publishers’ representative, 
twice its wartime level. has been appointed New England 
a oe |representative of Printing Equip- 
|ment Engineer and Selling Aids, 
From the Commerce Depart- Cleveland. 
ment forecast, 1947 will be a big 
year. In almost all consumer and | 
industrial lines, reconversion bot- | 
tlenecks are disappearing, and 
production is booming. In some | 


a 


“Better Fruit is a 
splendid periodical 
and worthy of the 
success it enjoys.” 


Bath, rut” 


lines—such as electrical appliances | B 5.jy-1 MAGAZINE’. Roy Ward 

and household furniture — even leading nut grower 

record production will not meet _ Ba and, Oregon 
rite story. 


requirements. In other lines, pro- . 
duction will make itself felt. Ad- | 1135 S$, E. SALMON ST. * PORTLAND 14, OREGON 
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A DETROIT HOMES 
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The DETROIT WARKET™ 


When advertising media are considered, too much emphasis is apt to be placed on 


circulation as such. The value of circulation lies not alone in mere numbers of 


copies but in its correlation to the public it serves. 


A cross section of the more than 400,000 families 


reading the Detroit Times daily is, within a fraction or two, identical 


with a cross section of the Detroit market. 


Just another proof of the appeal of The Times to a predominance of the buying 


public on any purchasing level. 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


THE DETROIT TIMES 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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THE ADVERTISING MARKET PLACE 


Advertising Age, January 20, 1947 


POSITIONS WANTED 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
hursday noon, 11 days preceding publication date. 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. Forms close 
Display advertisements take card rates. 


HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading | 
organizations 
185 N. Wabash Ave., Chicago 
EDITOR 
experienced, young and 
Needed by National ABC Trade Pub- 
lication. Must have editorial back- 
ground, publicity and production ex- 
perience. 

Box 8648, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED 
Experienced women’s fashion artist; 
terms either commission or salary. 

Write for appointment. 

Box 8683, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 
WANTED—Man, about 35, experi- 
enced. For business paper publish- 
ing and advertising, copy writing, 


aggressive. | 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
HEATING EQUIPMENT 
MANUFACTURER OFFERS 
UNUSUAL OPPORTUNITY 
The man we want is now employed 
as assistant to a capable, experi- 
enced sales promotion manager. He 
could handle the manager’s job but 
his boss is too healthy to die and 

too competent to be fired. 

So he would benefit from a change. 
He would like to locate with the 
leading manufacturer in its respec- 
tive field that has a big job to do, 
and if done satisfactorily, he will 
be given full responsibility for sales 
promotion activities within 12 to 18 
months, 

This man is a veteran, not over 35 


and | experience. 
your | write fully. 


| 


All| What's In It for You. A 


| 


| of 


| 
| 
| 
| 


| advertising . . 


layout, make-up, art work super-j|, . : : 
vision. Advertising and circulation ell  - ps ete a ars 
promotion, convention work, ete. | perj « +d ube mone 
Executive position; salary, 5,000 Hf whew ~ lg sales promotion and 
OE eee eg BEAR SING AGE | He can write semi-technical bulle- 
106 M. Odlo @t., Chicage 11, Ti. | One Sed, product sales folders 
. st. é , , | presentations that sell heating 
;}equipment to engineers, architects, 
builders, dealers, and consumers. He 
can develop, organize, and present 
complete sales training programs to 
company salesmen, retail and whole- 
sale trade groups. ° 
He can speak effectively before 
small and large groups—salesmen, 
laymen, or the “brass,” it makes no 
COMMERCIAL |}: 
He can create outstanding exhibits, 
handle trade shows and conventions. 
ARTISTS Preference will be given to a man 
with these qualifcations, especially 
if his Se ee - ne neaties 
: or associated bu ng fields. o the 
jaodne ues pa on bm man who can qualify we will pay 
erienced commercial artists. Must $5,000 to $6,000 the first year and a 
we af teatt Gee Yaurt asectionh substantial increase during the sec- 
Gaudas to as Ganda a ond and third years if he_ proves 
de 2 neg - yr <4 his executive and creative ability. 
+ ty label gency, + A Pah | If you are looking for an opportu- 
“# letterin . a are daaded | nity to “run your own show” 
ee or mare" Wesesbors and re- | receive full recognition for 
touchers, one or more figure and | oe taaity a eS Tee oe 
eres er as Write = y. Paul | Apply by letter, giving complete in- | 
in rector, Plough, Inc., ;formation, attach recent photo of 
Memphis |, Tennessee. | yourself, and list references which 
; we may contact prior to personal 
|} interview which will be arranged if 
|}your application justifies it. 
;}samples of your work will be re- | 
| turned 
j = —— : nee wr? -y OVER TEEn san 
sox 8685, cR SING +E 
ADVERTISING 100 E. Ohio St., Chicago 11, III. 
AGENCIES PUBLISHERS’ REPRESENTATIVES 
° LEDED: NEW YORK—MIDWEST | 
thoroughly experienced —WEST COAST 
RADIO MAN | Publisher of national boy and girl 
; tes | magazines, one of which has had a 
® Now employed by leading N. Y. | successful circulation acceptance the 
agency desires to make a change. | past nine years, will presently an- 
@ Produced many and varied |nounce a space campaign with cir- 
broadcasts—experienced in client culation recognition. Protected and | 
contact — developed new radio | exclusive territorial rights will be 
ideas—orchestrated for bands— granted. Write stating fully past | 
knows radio advertising and | Foleneene and present magazines 
showmanship from A. to Z om _— 5 
: | Box 8687, ADVERTISING AGE, 
a =o sany = = age Beg ||| 100 E. Ohio St., Chicago 11, Il. | 
Sdentiat ‘ a teas WANTED: Sales director for Gilbert 
“ 2 Ae a Youth Research Organization. This 
Box 6638, ADVERTISING AGE unique marketing service with two 
330 W. 42nd St., New York 18, N. Y. years of successful history behind 
Se ko — it requires a mature, advertising, 


SALES AND ADVERTISING 
MANAGER 


To organize and direct complete sales 
and promotion program for manufac- 
turer. Will consider agency proposi- 
tion. Present operation in variety 
store, advertising specialty, premium 
and specialty packaging fields. Seek- 
ing long-range, permanent Chicago 
connection where versatility, imagina- 
tion, enthusiasm and varied experience 
will pay off. Present income $10,000. 
Age 39, married, U. of C. Grad. 


Box 6639, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Advertising-Merchandising 
Executive 


Broad experience includes creation 
and direction of successful industrial 
advertising, publicity and promotion 
campaigns. Skilled in all phases of 
selling, sales planning and manage- 
ment. Open for business-building 
proposition with industry, publisher or 
agency. 


Box 6641, ADVERTISING AGE 
100 E, Ohio St., Chicago II, Illinois 


HELP WANTED 


Publicity Writer inder 35, to develo 

nf ation and write n technical, in- 

ustrial s ts N. Y. C. agency 

news t aa Must have pract » *xpe 
on tradepape r newspaper: $ 

. . ’ engineers ng grad ste preterred 

slary $5,200 


Box 6640, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


| ecutive s 


| responsibility for all selling. 


marketing, sales personality to pre- 
sent its story to prospective clients. 
This man will be given complete 
Write 
in detail giving your experience, 
qualifications and expected compen- 
sation. All letters treated in strict- 
est confidence. 
228 N. LaSalle Street 
Chicago, Illinois 
LEARN MAIL ORDER ADV. 
New mye oe guide by agency ex- 
1i0Wws how to prepare effec- 
tive ads from headline to coupon— 
including copy, media, testing, lay- 
out, prod. keying, increasing orders 
with tested words. $1 postpaid. A. 
Grant Publications, P. O. Box 275, 
Grand Central Station, N.Y.C. 
EXECUTIVE SECRETARY, 
agency experience preferred, expert 


stenographer and typist, to work 
with account executives in small 
progressive agency on near north 


side. Five day week, salary commen- 

surate wifh experience and ability. 
3ox 8688, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ito be 


HELP WANTED 
WRITER 
Manufacturer of ethical pharmaceu- 
tical products has opening for writer 
in the field of medicine, pharmacy 
or related scientific papers. Should 
have degree or good background in 
medicine, physiology, biochemistry 
or similar subjects. Experience as 
medical editor or other scientific 
background desirable. Will prepare 
first drafts of circulars on new 
products, and basic scientific mate- 
rial for advertisements; scientific 
editing and criticism of technical 
correspondence and advertising ma- 
terial; writing of scientific articles 
dealing with clinical and other ex- 
perimental work done in our own 
laboratories or by outside consul- 
tants. Headquarters in Philadelphia, 
but considerable travel may be nec- 
essary. Excellent opportunity for 
advancement; five-day week; pleas- 
ant working conditions. In first let- 
ter submit full personal and profes- 
sional data and record of employ- 
ment. Answers will be treated in 
confidence. Our employes know of 

this advertisement. 
DEPT. MR P.O. BOX 599 
Wm. Penn Annex, Philadelphia 5, Pa. 


SPACE SALESMAN wanted for cen- 
tral states aviation newspaper. 
Phone Showalter, Dea. 3535, Chicago. 


ADVERTISING SALESMAN 
Wanted! Mid-western advertising 
salesman by established publisher 
of business papers. Fine opportunity 
for intelligent, hard working man 
with ability to hold present billin 
and develop extensive fields. Ful 
particulars first letter. Send photo. 
Reply in confidence. 

Box 8699, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING AGENCY 
RESEARCH DIRECTOR 
Medium size Chicago Agency in 
business 37 years. Organizing new 
department. Should have agency or 
manufacturer’s research department 
State qualifications and 


Box 8705, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Invitation to an 
IDEA-COPY MAN 

intent on the 

MAIN CHANCE 
newly- 
created copy chief opportunity and 


on request, and correspond-/| the chance to set the creative pace 


on national accounts. Security and 


| income that grows with our billing. 


Plenty of idea-room and the support 
congenial and talented people, 
comfortable offices in a fine home- 
folks midwestern city makes the 
salary (open) PLUS profit-sharing 
PLUS (paid for) insurance all 
more attractive. 

What's In It for Us (We Hope). A 


than his present spot. An _ idea- 


thinker with a definite feel for the | 


VERY idea that sparks outstanding 
. a versatile 
ture writing man equally at home on 
industrial and consumer § assign- 
ments (consumer billing predomi- 
nates). A man who can head up and 
inspire a copy department . and 
who has already made up his mind 
the best dam copy man (or 
copy chief) in the business. 

As for Us: we're a young, head-up, 
big agency-seasoned group (17 at 
present) growing rapidly and sound- 
ly in an account-fertile midwestern 
city of 125,000. We're headed for 
bigger things and want to share our 
success with the right guy. If you 
think you’re HIM and you're serious 
about the opportunity briefed above 
then tell us enough about yourself 
and salary requirements to help us 
form an opinion. We'll arrange a 
meeting immediately, if it’s in order. 

Box 8698, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PROMOTION MANAGER 
Circulation Dept., national service 
publication, headquarters in East. 
Approx. half - million circulation. 
Give complete background and 
salary requirements. 

Box 8706, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Many years’ experience with national 


| ACE 


COPYWRITER available on 
free-lance basis. Though ompioree 
by leading NYC agency, he will put 
his 13 years topflight advertising 
experience to work for aggressive 
manufacturer who must make each 
promotional dollar pay off in in- 
creased sales. This writer in his 


words sell in a buyers’ market, 

Box 8694, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

GET YOURSELF A MAN! 

Here’s an Ad and Public Relations 
Mer., able, willing and 40, who is 
victim of plant inability to produce. 
Ad club prexy, prefers midwest and 
good salary level. 

Box 8695, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AMPLE SAMPLES 
For you if you have opening for 
girl copywriter. 12 years newspaper, 
radio, agency experience, Visual 
preferred. N. Y. or Chicago. 

Box 8697, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
EXPERIENCED SPACE REP. 
with excellent agency contacts & 


proven sales ability. Vet. College 
grad, Presently Western Mer. for 
quality trade paper (ABC). Seeks 


in Chicago with high 
man 


connection 
class publication or as acct. 
with small agency. 
Box 8702, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. _ 


Where Is That Broader Horizon? 
Experienced copy, publicity writer, 
and idea man seeking: new post with 
Chicago agency. Now writing both 
consumer, industrial copy. Person- 
able, easy to work with. Write— 
Box 8700, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. © 


Crack Trade Paper Editor seeks 
new connection. Plenty cracked. 
Crummy, crabby and cranky too. 


Also shaggy, shoddy and _ shloppy. 
Lousy reporter. Lousier writer. One- 


track mind. Lazy to beat all get- 


out. Seldom sober. Highly incompe- 
tent. Phu Kappa Koopa, Kum 
Laude. Also the third degree. All 


|yours for $125 every week. Consider 


the | 


and ma-|! 


more. Write fully. Don’t be bash- 
ful. Explain why you think you’re 
such a hot publisher and why you’d 
like to be my boss. Send photo. Send 


application. Hurry! Hurry! Don’t 
delay. Don’t procrastinate. In fact, 
just don’t write to 

Box 8703, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
Are Thera ONLY 2 
Levels of CREATIVE WRITERS 
In ADVERTISING ... 

UNDERPAID and OVERPAID? 
If you know of a happy medium (but 
not mediocre) for a sound, conscien- 
tious guy, please write 

30x 8707, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AVAILABLE 


REPRESENTATIVES _ 
Southern California Headquarters, 
San Diego. Maintain office and dis- 
| play room. Advertising Novelties 
/and sales. Helps of all kinds. Advise 


| Well-seasoned and away above aver-| regarding products, commission and 
age idea-copy guy who’s a lot better | territory. 


Particulars regards de- 
livery. Address Box 1883, San Diego, 
California. 


MISCELLANEOUS 
PAPER WANTED 
Responsible mid-west business pub- 
lication wants to contract for 500 
tons N.C. or Super for 1947 delivery. 
Box 8669, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


BUSINESS DEVELOPMENT 
Sound tactics plus Written-Sales- 
manship creates buyers and cap- 
tures the greater results! Nation- 
ally-known, top-flight Writer-Sales- 
man & Mail Order Specialist will put 
maximum efficiency into your sales 
literature. Details free. Over 2550 
clients served. Dynamic 4x8% book- 
let “Business Development” & other 
valuable brochures sent postpaid $1. 
Satisfaction guaranteed. 

CHANNING CRADDOCK 


CUT PRINTING COSTS 1,000 offset 
814x11 printed $3.95; 5,000 $15.75. 
Larger quantities less; 48 hour serv- 
ice; samples, price list free. 
FIDELITY COMPANY, 
Parkersburg 2, W. Va. 


WANTED A 
PUBLISHERS REPRESENTATIVE 
to share part of long established 
office suite in 333 N. Michigan Bldg. 
and part of secretary’s time. Private 
office available completely furnished 
and equipped. 

AGE 


Box 8696, ADVERTISING 


WANTED: Young Ad Solicitor by |@4vertisers and agencies, top-notch 100 E. Ohio St., Chicago 11, I 
active, internationally-known mo-|Producer. Have office if needed. De- | - diaiaindiniemiiieds par acer —_s  < 
tion picture trade paper. Salary.| Sires connection with well-estab-| ADVERTISING AGENCIES! Have 
Write giving experience back- | lished publication. new material contest features suit- 
ground and salary expected. Must|,,Box 8691, ADVERTISING AGE_ |able for Radio Programs. Also live 
be a plugger. i 330 W. 42nd St., New York 18, N. Y.| ideas a ee ot a 
Bex 8659, ADVERTISING AGH laaw a eatiee menaeneenne Box 8701, ADVERTISING AGE 
Pic _ 86 \ BERTI ADV. & SALES PROMOTION exec 100 E. Ohio St., Chicago 11, Ill. 
| 330 W. 42nd St., New York 18, N. Y.| with extensive exp. in both con-|— : cra ‘tne Mt 
| EXPERIENCED ADV. SALESMAN |Sumer and industrial merch., thor- SPOTS! SPOTS! SPOTS! 
jcapable of preparing and writing |oughly versed in mkt. research |Spot announcements written for 
| Sound retail advertising and assist | methods, media buying, direct mail | your particular needs by the writers 
the retailer in organizing his sales| and catalogue work, desires pos.| of some of the country’s top spots! 
plans. A good opportunity exists in| with progressive firm in need of mer- teasonably priced. Send for in- 
jan Ohio city of 50,000 with salary | chandising help. Will gladly furn.| formative brochure called WHY 
;commensurate with ability ref. & samples of work. 5 SPOT ANNOUNCEMENTS ??¢ 
|} Box 8690, ADVERTISING AGE, 30x 8693, ADVERTISING AGE 3ox 8704, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 100 E. Ohio St., Chicago 11, III. 330 W. 42nd St., New York 18, N. Y. 
Gets Lamp Account Jacobs, Omaha, has opened his | Magazine of the Southwest, Dal- 
‘Ctinaed Lame a as own advertising agency, Stuart|las. Mr. Conroy was previously 
York. maker ar , Rsccnen seal 2 ted Potter, Inc., 840 Michigan Ave.,| account executive of Stephan-In- 
for tt h « licen Sie aa Chicago. The telephone number dustrial Advertising Agency, 
or the home, has place its ad- | is Superior 6033. 


vertising with Alvin Gardner 
Company, New York. 


| Potter Opens Agency 


‘Scene’ Appoints Conroy 


D. T. Conroy, recently returned 
from an assignment as marketing 


Stuart B. Potter, formerly ac-| consultant with the Puerto Rican 


count 


pany, Chicago. and Bozell & 


executive of Caples Com-| government, 


has been appointed 


business manager of Scene, the 


| Cleveland. 


Appoints Dennis 


Elliott S. Dennis has_ been 
named advertising manager of 
Central Knitwear Mills, Inc., New 
York, maker of Glamour-Knits 
and La Conga sweaters. 


middle thirties knows how to make | 


| 
| 


| 
| 


| 


| 


zine, Pathfinder, Sunset Magaziné 
‘and others. More than 3,000 pub- 


ON DOUBLE DUT 


KILLING INSECT PESTS 


Protects Flowers — Fruits — Vegetables 
Black Leaf 40 kills aphids, leafhoppers, leaf 
miners, most thrips, young sucking bugs, mealy 
bugs, lace bugs and similar small insects which 
swarm by the millions and suck the life out 
of plants of all kinds. 


KILLS BY CONTACT AND 
BY FUMES 
— and “a little goes a long way"’— 
one ounce makes six gallons of effec- 
tive aphid-spray. 
Insist on original factory-sealed 
packages for full strength. 


the 1 
and 

Ayer 
Atlar 
Good 
Judg 
Dick 
prom 
rance 


LOOK FOR THE LEAF 
ON THE PACKAGE 


TOBACCO BY-PRODUCTS & CHEMICAL 

CORP ., Incorporated, Louisville 2, Ky. 

ADDS SECOND COP—Tobacco By- 

Products & Chemical Corp., Louisville, 

has added a second cop to its force 

to boost 1947 sales for Black Leaf 40 
insecticide. 


Black Leaf Adds 
Another Cop to 
Its 1947 Force 


LOvuISVILLE — Another cop _ has 
joined Black Leaf’s police force, 
and there will be extensive pro- 
motion during 1947 to publicize 
the fact. 

The extra policeman is a du- 
plicate of the Black Leaf cop who 
for years has been the eye-catcher 
incorporating the trademark of 
Tobacco By-Products & Chemica! 
Corporation, maker of Black Leaf 
40 insecticide. Introduction of the 
new cop dramatizes the dual pur- 
pose of the insecticide which kills 
by contact and also by fumes. 

Black Leaf has been promoted 
through extensive use of compara- 
tively small-size copy. Publica- 
tions to be used during 1947 in- 
clude American Home, Bettet 
Homes & Gardens, Flower Grower 
Horticulture, House Beautiful 
House & Garden, Nature Maga- 


static 
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Join 
Jol 
with 


lications will carry Black Leaf 4 
copy including all the newspaper! 
on the list of Western Newspape! 
Union, as well as about 60 metro- 
politan dailies which publish gar- 
den pages. 

Campbell - Sanford Advertising 
Company, Cleveland, is the agency 


New Station KCRG 


Names Rennie, Babcock 
Orville Rennie, formerly na 
tional sales manager of Chick Be? 
Company, a subsidiary of Bupant 
Gas Company, Cedar Rapids, Ia. 
has been appointed manager © 
Station KCRG, Cedar Rapids 
Wayne Babcock, formerly on tht 
engineering staff of Station KSTP. 
St. Paul, has been named chié 
engineer. The new station, whic! on 
is expected to be in operation }! 
next summer, is owned and ope! re 
ated by the Gazette Company ant pe 
will operate on 5,000 watts @ 
1,600 kilocycles under the Al 
system and will have 10,000 watt 
for FM. It will be an MBS aff! 
iate. 


France to See First 
Electric Newspaper 


An “electric newspaper” whic! 
will be “printed” by being flashes 
on a screen in downtown Toulousé 
France, will be introduced short!) 
The Toulouse-Soir will includt 
cable items as well as literar) 
financial and sporting news. It 
expected to carry extensive 
vertising schedules. 


Due to French restrictions lim pis 
iting the use of electricity, the 1” ON Mw 


stallation will 
power derived 


be operated DY 
from its ow? 


dynamo. 


a 

mee 

= Ss 6 i 
ee resonates ane 
a —— | aid Ay 
— ee | ae? we 
‘ia : cone Ra 
ao —_——— 

Sa ee a PH 
elias fap L Rest 
ae = vice 

_ 4 or oY \ Son, 

J all 9 ~ > 
| Sy depa 
. plack CS ck <é noun 
> tions 
oj \d and 
rc | ‘J Ld % 4703 color 
ae . footk 
i oe : ee —— for J 
aa Th 
were 
7 t ry ; 
aa ne 
—— — const 
| —WI 
| Colu: 
monc 
| static 
wws 
Pa., | 
mz 
ee | 
1: | 
: 
= the (¢ 
% 1 | | Wase 
: | F 
| ee ~: 
- | LIN 
& Po a 
: scale i | 194 
: | iY 
- | Z 
fis co } 71 K ter Ar ilt Lake City 2, Utah ———————— ZY 
ere POSITIONS WANTED 
prs eee SPACE REPRESENTATIVE _ 

ae ee 
pase We 
a a 

| " —_ 
_——$—$—$_$_— ————_—n 
; a og Monalls 
ee 
| 


Vegetables 
ioppers, leaf 
bugs, mealy 
nsects which 
the life out 


bacco By- 
Louisville, 
> its force 
=k Leaf 40 


cop has 
lice force, 
isive pro- 
publicize 


is a du- 
f cop who 
ye-catcher 
emark of 
Chemica! 
slack Leaf 
tion of the 
dual pur- 
vhich kills 
fumes. 
promotec 
fF compara- 
Publica- 
gz 1947 in- 
le, Better 
er Grower 
Beautiful 
ure Maga- 
+ Magazine 
3,000 pub- 
ck Leaf 4 
1ewspapers 
Newspape! 
60 metro- 
ublish gar- 


Advertising 
the agency 


G 

tbcock 

merly na‘ 

Chick Bei 4 wi cai 

of Bupan, J circulation 

Rapids, laggy 

nanager “ZZ i : 

ar Rapid. . and it’s possible 

vind ore primarily because the 

amed chid CHESTER TIMES is the 

Caen ‘— only effective means of 

i and oper reaching the 169,375 

spas of Persons residing in the 

r the AN amazing Chester mar- 

0,000 watt keg 

S aff s 

MB *ABC statement 
for 12 months 
ending Septem- 

‘st ber 30, 1946. 

er 

per” whic 

eing flashe if 

nee Chester 

ced short!) ip ‘ ii 

rill includ 5 + 

as literary Times 

news. It a ; Chester, Pa. 

tensive ac ; 

—? lim- ALFRED G. HILL, PuBLisHEeR 

ogg ine ©. L. EANES, GENERAL MANAGER 

perated by On MCKAY, LOCAL ADVERTISING MANAGER 

its own “nally Represented by story, BROOKS & FINLEY 


Advertising Age, January 20, 1947 


Ayer Hands Out 
Cups, Cash in 
Radio Competition 


PHILADELPHIA—H. L. McClinton, 
vice-president of N. W. Ayer & 
Son, and James E. Hanna, radio 
department manager, have an- 
nounced winners of the agency’s 
first Ayer Radio Awards to sta- 
tions for sales promotion activities 
and to sports announcers and 
color-commercial men _ handling 
football broadcasts and telecasts 
for Ayer clients. 

The awards, the agency said, 
were made “in connection with 
the 11,2871 hours of football radio 
and television” placed through 
Ayer for U. S. Army recruiting, 
Atlantic Refining Company and 
Goodyear Tire & Rubber Company. 
Judges were Harry O’Brien and 
Dick Dorrance, of the New York 
promotion firm of O’Brien & Dor- 
rance, and Dr. Matthew Chappell, 
consultant on radio research. 

The winners for sales promotion 
—WPTF, Raleigh, N. C.; WBNS, 
Columbus, O., and WRNL, Rich- 
mond, Va., in that order among 
stations of 5,000 to 50,000 watts. 
WWSW, Pittsburgh; WSBA, York, 
Pa., and WHBQ, Memphis, among 
stations under 5,000 watts. 


Offers Manuals on 


Export, Market Research 


“Opportunities in Export,” by 
Albert L. Abkarian, and “Oppor- 
tunities in Market Research,” by 
John H. Platten Jr., two of a series 
of books designed to help students 
and veterans in choosing and 
progressing through various voca- 
tions, have been published by Vo- 
cational Guidance Manuals, Inc., 
45 W. 45th St., New York 19. Each 
book costs $1. Others in the series 
cover the fields of acting, public 
relations, journalism, radio, free- 
lance writing, architecture, fi- 
nance, travel, fashion, interior 
decoration and horticulture. 


Joins Erwin, Wasey 


John R. Dennison, formerly 


with Ruthrauff & Ryan and Hill 
Blackett & Co., Chicago, has joined 
the Chicago copy staff of Erwin, 
Wasey & Co. 


KWPC Begins Operations 
in Muscatine, Ia. 


Station KWPC, Muscatine, Ia., 
new outlet owned by Muscatine 
Broadcasting Company, has begun 
broadcasting, operating on 860| 
kilocycles with 250 watts daytime, 
and affiliated with the Iowa Tall 
Corn Network. George Volger, 
formerly with the program and 
recording departments of the Na- 
tional Broadcasting Company, 
Hollywood, and with Art Rush 
radio agency, Hollywood, is man- 
ager and partner. Phillip Dusen- 
bury, formerly with WCKY, Cin- 
cinnati, is commercial manager 
and Virgil Godfrey, previously 
with KBUR, Burlington, Ia., is 
program director. Donald Cooke, 
Inc., New York and Chicago, rep- 
resents the station nationally. 


Appoints Ridgway 

Ridgway Company, St. Louis, 
has been appointed to handle the 
advertising of Rothman Radio & 
Appliance Company, St. Louis. 
Newspapers are being used to pro- 
mote the company’s three retail 


stores. 


Agency ‘Students’ 
Visit Curtis Plant 


PHILADELPHIA—The Curtis Pub- 
lishing Company’s plant here was 
invaded last Monday by 30 young 
male employes of Benton & 
Bowles’ New York office on a 
“field trip’ constituting part of 
their 76-week, on-the-job training 
course in the agency. 

Accompanied by Quentin Mc- 
Donald, full-time administrator of 
the B&B training project, the “‘stu- 
dents” were greeted by Richard 
Ziesing Jr., manager of the Ladies’ 
Home Journal, who described the 
advertising setup of a large maga- 
zine and accompanied the visitors 
on a tour of the publishing com- 
pany’s ad makeup and production 
departments. 

Several Curtis executives in ad- 
dition to Mr. Ziesing addressed the 
group. On tour, the B&B class 
saw Saturday Evening Post ad 
forms being closed. 

Several weeks from now another 


a 


group from the agency’s training | 
course, in which 75 are enrolled, | 
| will make a similar all-day tour of | 
|the Curtis plant. Sixty of the B&B | 
lemployes taking the course are| 


|veterans. The project was started 


|last June. 


/on River Rd., Middletown, for the 


' 


Adds Otterbein Plant 


R. Wallace & Sons Mfg. Com- | 
pany, Wallingford, Conn., has | 
taken over the J. A. Otterbein | 
Company plant in Middletown, | 
Conn., with the intention of sepa- 
rating the two phases of the Wal- 
lace manufacturing, silverware 
and metal stamping. The Otter- 
bein plant will become the silver- 
ware division. John Otterbein has 
moved his firm to a_ recently 
modernized and expanded plant 
manufacture of and 
metal stamp-parts. 


ools, dies, 


71 
Joins Waters Agency 


Jack I. Bernstein, formerly 
vice-president of Atom Advertis- 
ing Agency, New York, has joined 
Norman D. Waters & Associates, 
New York, as account executive. 


Eagle Pencil to Fisher 


James Fisher Company of Can- 
ada, Toronto, has been named to 
handle the advertising in Canada 
of the Eagle pencil, made by Eagle 
Pencil Company. 


duper-glo 
Md : \ i \ 
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Ask for | CARDY-LUNDMARK CO, 
Samples 1801 BYRON ST. — CHICAGO 


COMING J 
mg NEXT WEEK® 


try of northern Europe 
a like homeland in the 


lake country. 


was found in Minnesota 50 


Leif was his name. Tradition says 
that some 900 years ago he was the 
first of those blond giants to leave 
the cool, clean forest-and-lake coun- 


In later years Olaf and Eric fol- 
lowed him, exploring the new land as 
far west as the great Upper Missis- 
sippi Valley.* Francois and Jean 
came, too. Then, Hans and Kurt.. . 
Patrick and Angus... 
rest of the hardy strain of men who 
bred the character and initiative and 
intelligence of their native stock into 
the people of this new forest-and- 


*The Kensington Rune Stone pictured above 


is accepted as authentic by many prominent 
historians. The inscription in ancient runic 
characters reports a visit to the 
by a group of 8 Swedes and 22 Norwegians. 
Stone is preserved at Alexandria, Minn. 
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years ago, and 


district in 1362 


More 


than a 


board motors of the Champion 
Motors Company, these Minneso- 
tans are your kind of workers. One 
of America’s best known engineering 
firms has said, ““The great asset of 
Minnesota is the unique skill and 
intelligence of its people.” 


JOHN COWLES «© President 


AMC VA Ig tags 


Mr. Ericson really started something 


In what is now the state of Min- 
nesota they founded a new way of 
life that thrives to this day. Here 
their descendants have built busy 
cities and lovely small towns hedged 
by a wilderness where fish and game 
abound. Here live a people of high 
literacy, stability and skill, devoted 
to this incomparable way of life. 

What does this mean to you? 
Simply this. If you are a manufac- 
turer of articles of high value and 
small bulk, like the electrical appli- 
ances of General Mills, or the out- 


small towns 
human skill 


Write us, 


The St. Paul 


people live in the metropolitan areas 
of the Twin Cities and Duluth, 
America’s greatest inland port. Many 
more live and work in the attractive 


around the state. If 
and dependability are 


important in your business, you'll 
find them here. 


if you'd like more in- 


formation. Or better still, come and 
meet these Minnesotans in person. 


Winter Carnival opens 


this year on February 1. 


million of these 


900,000 Sunday 
400.000 Daily 


Paul Bunyan Market 


MORE THAN 


in the 


Minneapolis Star . « « Minneapolis Tribune 


MORNING & SUNDAY 
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Walgreen Drug Stores... 


a market 
within a market 


The 412 Walgreen Drug Stores in themselves constitute 
a sizable market for any manufacturer. This progressive 
chain did more than 140 millions in 1946, 4% of all 
retail drug sales and 15% of all chain drug sales. 


This impressive sales record wasn't merely the result of 
having 412 stores. High traffic locations, sound mer- 
chandising policies, high quality standards, low selling 
prices, smart displays and top-level service to customers 
are the major factors responsible. 


Further, the company is a consistent advertiser, puts 
about $750,000 a year into spot radio broadcasts, has a 
total advertising appropriation of around three millions. 


So Walgreen can legitimately be termed a “market with- 
in a market.” Its 412 stores are obviously an important 
part of the chain drug field, embracing some 700 com- 
panies with close to 6,000 stores, which in 1946 rang up 
a sales total of 930 millions, 25° of all retail drug 


business. 
° . e 


The Drug Editions of Chain Store Age, with a total 
circulation of 8,071 (A.B.C.) monthly, provide thor- 
ough coverage of the chain drug field. In the 412-store 
Walgreen group, Chain Store Age has 100% coverage. 
with 477 paid subscriptions, including buyers and other 
key men at headquarters and all store managers. 


Let us supply you with full information on Chain Store 
Age and the chain drug field. 


The Drug Editions of Chain 
Store Age are the only drug mag- 
azines with A.B.C. circulation. 


CHALY STORE At 


Drug Editions 
185 MADISON AVENUE, NEW YORK 16 
612 North Michigan Avenue, Chicago 11 
520 West 7th Street. Los Angeles 14 


ot 


Debate Benefits — 
of Ad Evaluation 


Cuicaco — Clyde Bedell, famed | 


advertising analyst and specialist | 


Townsend, equally well known for | 
his pre-evaluation of advertising | 
method, pitched their respective | 
ideas up for the edification of 
members of the Chicago Federated 
Advertising Club in a no-decision 
debate last week which developed 
considerable oratory, some acri- 
mony, and a general agreement 
that advertising evaluation has 
some merit but perhaps won't 
solve all problems. 

Mr. Townsend, advocate of the 
famous 27 points for advertising 
evaluation, insisted that obviously 
ads can be evaluated in advance, 
because success in advertising de- 
pends on the ability to distinguish 
the good from the bad. His method 
of pre-evaluation is infallible in 
this respect, he said, although he 
admitted quickly that the ratings 
ware mot accurate and that they 
won’t enable anyone to tell exactly 
how much an ad will sell. 

These factors, he said, depend 
so largely on such variables as the 
weather, the wantability of mer- 
chandise and numerous other fac- 
tors outside the ad itself that no 
system can evaluate them. Never- 
theless, he insisted, an ad which 
gets a good score on his rating 
sheet is demonstrably a better ad 
than one which gets a bad score. 


Mr. Bedell’s Ideas 


Mr. Bedell, on the other hand, 
maintained that evaluation means 
“to fix the value of,” and that since 
Mr. Townsend’s plan can’t de- 
termine the sales power of an ad, 
it obviously is not evaluation. Ad- 
mitting that knowledge of, and 
recognition of basic principles is 
essential, he nevertheless insisted 
that good or bad ads in the ulti- 
mate depend on the ad writer’s 
skill. 

A strong advocate of basic sell- 
ing strategy in ads and author of 
several books on the subject, Mr. 
Bedell contended that the greatest 
danger of any system of pre- 
evaluation is that it might induce 
writers to believe that there is 
some magic short cut to successful 
copy writing, whereas successful 
ad writing comes only from 
knowledge of standards which are 
used with discrimination and 
judgment. 

Drama and suspense and laugh- 
ter appeared in the rebuttal, when 
Mr. Townsend dramatically read a 
glowing testimonial to his tech- 
nique, and said it was signed by 
Clyde Bedell. Mr. Bedell promptly 
countered by pointing out that Mr. 
Townsend had not read the date 
on the letter—sometime in 1938— 
and that he (Mr. Bedell) was a 
much wiser, if not a sadder man, 
now. 


Pillsbury Expands 
Pillsbury Mills, Minneapolis, has 
scheduled both color and black- 
and-white copy in 171 newspapers 
|for a new series, appearing in 
many issues Jan. 16, to promote 
Pillsbury’s Best flour. Ads stress | 
recent popularity of the flour as| 
shown in market surveys as well 
as recipes developed by Ann Pills- | 
bury. McCann-Erickson, Minne- | 
apolis, is the agency. | 


|Raskob Not ‘Late’ 


In the first story on Robert R. 
| Young, which appeared in AA Jan. 
| 13, appeared a reference to “the 
|late John J. Raskob.”” Mr. Raskob 
lis by no means “late,” and is ac- | 
|tively in business at 350 Fifth 
| Ave., New York. 


| 
| 


eee 

To St. Georges & Keyes 
American Basque Berets, Inc., 

New York, has appointed St. 

|Georges & Keyes, New York, to 

| handle forthcoming consumer and 


in retail advertising, and W. S.| i 
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Food Chains 
ewel . 


Bedell, Townsend DOFCEMBER AND ANNUAL SALES OF CHAIN STORES 


7-———December——,, % Gain 
1946 1945 


ae - sae period—, % Ga 
1946 


or Loss 1945 or Lo 


...$ 8,908,964 $ 5,827,509 +52.9 $ 87,873,556 $ 63,229,000 +39 


+Montgomery Ward . 117,280,737 


Group Total . 
Drug Chains 


83,232,358 +40.9 
$325, 362,296 $227,209,452 -+43.2 $2,638,671,975 $1,705,889,272 +547 


| Kroger Groc. & Bak. Co.. 56,235,373 41,873,749 +34.3 567,471,071 452,842,261 +25 

National Tea Co. 16,654,470 11,022,579 +51. 157,544,561 106,868,995 +-47. 

Safeway ... 78,104,364 59,406,622 +31.5 844,480,999 664,623,381 -+-27 
Group Total $159,903,171 $118,130,459 +35.4 $1,657,370,190 $1,287,563,637 +28.7 
Mail Order 

tSears, Roebuck $196,396.92! $134,983,927 +45.5 $1,560,612,544 $ 983,453,028 +587 

Spiegel .. 11,684,638 8,993,167 +29.9 | 109,481,497 70,756,389 +547 


651,679,855 +48 + 


968,577,934 


Peoples Drug Stores......$ 5,186,511 $ 4,443,059 -+-16.7 $ 44,295,502 $ 36,097,948 +22.7 


Walgreen .... 
Group Total 
Variety and Miscellaneous 

Bond Stores . saa eae 


$ 17,531,658 $ 15,496,001 +13.1 $ 147,243,382 $ 122,136,224 +204 


$ 22,718,169 $ 19,939,059 +13.9 $ 191,538,884 $ 159,234,172 +210 
$ 8,892,075 $ 5,671,993 +56.8 $ 74,589,295 $ 48,477,062 +539 


Butler Bros. .. .... 15,168,390 11,805,809 +28.5 162,974,193 122,708,018 +32.8 
Consolidated Retail Stores 3,231,369 2,987,445 +8.2 31,629,722 25,826,091 +22.5 
{Diana Stores Corp. ; 1,513,858 1,740,951 +13.0 6,038,757 6,045,986 +0. 
Edison ae 7,240,613 5,496,240 +31.7 65,673,015 53,215,144 +234 
Fishman, M. H. .. 1,454,019 1,270,056 +14.5 8,415,288 7,230,341 +164 
Grant, W. T. ..... 30,436,965 27,750,275 +9.7 212,573,788 179,559,946 +18.4 
Green, H. L. ........... 12,093,891 10,590,088 +14.2 72,305,323 63,122,508 +145 
Tinterstate Dept. Stores... 6,844,095 5,811,476 +17.8 49,131,808 41,613,889 +18. 
_. 5) Saree ... 39,664,652 33,566,569 -+18.2 251,134,618 222,907,671 +12.4 
ae 23,667 039 18,790,415 -+26.0 150,926,508 126,038,945 +19.7 
Lane Bryant, Inc. 3,991,113 3,595,788 +11.0 45 203 666 37,452,225 +20.7 
re 13,024,453 11,768,672 -+10.7 91,320,661 86,081,315 +46.) 
McCrory ...... 13,739,471 10,856,271 +26.6 84,509 539 71,282,195 +18.4 
tMcLellan Stores 8,155,053 7,392,127 +10.3 46,083,652 40,694,997 +-13.2 
Murphy, G. C. . 17,185,035 15,095,056 +13.8 110,327,508 95,905,410 +15.0 
Neisner Bros. ...... 7,060,325 6,043,304 +16.8 45,712,266 38,866,434 +174 
Newberry, J. J. 19,423 047 16,721,974 +16.2 113,225,720 100,868,759 +-12.3 
Penney, J. C. 93,946,708 72,963,971 +28.7 676,584,135 549,149,148 +-23.2 
Sterchi Bros. . 1,490,779 985,633 -+51.2 13,232,083 7,820,530 +-69.2 
Western Auto ... . 14,992,000 7,248,000 -+65.5 107,628,000 58,810,000 +83.0 
Woolworth, F. W. ....... 86,093,208 71,751,196 +19.9 552,355,364 477,131,876 +15.7 
eS a ree $426,308, 158 $349,903,309 +21.8 $2,971,574,909 $2,024,808,490 +468 


Combined Total 


tEleven month period. 
tFive month period. 


$934.291.794 $715,182,279 +30.6 $7,459,155.955 $5,176,495.571 4-44. 


Eversharp Boosts Five 
in Sales Organization 
Marshall Brayman, in charge of 
Pacific Coast sales operations for 
the past two years for Eversharp, 
Inc., has been appointed domestic 
sales manager of the writing in- 
strument division with headquar- 
ters in Chicago. Harvey S. Olson, 
with the company since 1940, has 
been promoted to domestic sales 
manager of the shaving instrument 
division, which has been moved 
from New York to Chicago. 
Eversharp has created two new 
sales regions, one in St. Louis, 
headed by Jack Hammill, and one 
in Pittsburgh, headed by Bart J. 
McCloskey. Truman Renz, who 
has served as Mr. Brayman’s as- 
sistant for the past year, has been 
named regional manager in San 
Francisco. 


Resumes Directory 

“Annual Digest of Aircraft, En- 
gines & Accessories,’ prepared by 
the Aeronautical Digest Publish- 
ing Corporation, will be resumed 
with publication of the January 
issue of Aero Digest. Private fly- 


ing and commercial aviation will 
be in the forefront of the “1947 
Annual Digest,” with illustrations 
and construction and performance 
data. The annual will also list 
manufacturing companies, plant 
locations, management and ke; 
personnel. 


2 Stations Boost Power; 
Another Raises Rate 


Station KGGM, Albuquerque, 
N. M., currently operating on 1,000 
watts day and night on 1260 kilo- 
cycles, will switch to 5,000 watts 
day and night on 610 kilocycles, 
and Station KVSF, Santa Fe, 
N. M., currently operating 100 
watts day and night on 1340 kilo- 
cycles, will change to 1,000 watts 
day and night on 1260 kilocycles, 
effective about Feb. 1. Both sta- 
tions are CBS affiliates. 

Another CBS affiliate, KOTA, 
Rapid City, S. D., has increased 
its evening hour rate to $100 per 
hour. All CBS advertisers cur- 
rently using KOTA will be pro- 
tected at the former rate of $75 
per hour for one year on all 
periods used without interruption. 


sow the seeds for sales. 


IONALLY 


| business paper advertising. 


CLEVELAND'S Chief STATION 


Advertisers begin the big gain—sales soar to new 
heights when they let Cleveland’s CHIEF Station 


gramming cultivates a large listener acceptance for 
you... in the nation’s fertile market .. . Cleveland. 


WJW’s better local pro- 
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NAEA Advisory 
Group to Screen 
Research Projects 


(Continued from Page 1) 
edly become a seal of acceptance 
by advertisers and agencies. This 
view, that the committee’s action 
will soon prac- 
tically render 
useless any news- 
paper research 
project not first 
endorsed by the 
advisory group, 
was later stressed 
by the associa- 
tion’s new presi- 
dent, James W. 
Egan Jr., vice- 
president and ad- 
vertising director 
of the Toledo Blade. 

Other highlights of the meeting, 
attended by nearly all 700 NAEA 


J. W. Egan 


/newspaper press. 


pasted to the newspaper page to 
form an advertisement or an edi- 
torial feature, and the exhibit 
which he brought with him was 
in constant demand. Under this 
system, the same full-color ad 
which appears in a magazine 
might be printed as one would 
print a magazine insert, and then 
attached in place on a newspaper 
page. In addition, trick folds and 
gateway folds are possible, open- 
ing entirely new vistas for news- 
paper advertising. 


Paints Bright Picture 


Arthur H. (Red) Motley, pub- 
lisher of Parade, provided the 
mid-morning high point in a talk 
in which he asserted that news- 
paper advertising stands on the 
brink of a future bigger than any- 
thing in its past, if intelligence and 
effort can be brought to bear. He 


asserted that cooperative 


tion and placing of co-op copy | 
out of the hands of local offices | 
and distributors, and centralizing | 
it in home offices. Association ad- | 
vertising also will increase greatly, | 
he predicted. 

A session on the retail division | 
of the ANPA Bureau of Adver- 
tising directed by George G.| 
Steele, Philadelphia Bulletin, fea- 
tured John Giesen, director of the | 
retail committee, and George Neu- | 
stadt, president of Neustadt Serv- | 
ice, which is now supplying the | 
bureau and its member news- | 
papers with a monthly report on | 
prices on about 90 commodities, | 
based on averages shown in the) 


advertising of all stores in nine °F imches, and mat shrinkage is 


major cities. 

Although Monday afternoon 
was, as usual, set aside for in-| 
formal group meetings, it was | 
discovered that all groups planned | 


adver- | to 

Robert B. Choate, president and | tising will be “the biggest single! NAEA policy report on standard 
general manager, explained the | pot you have to shoot at” in the measurement of advertising, and 
startling system whereby color or|next few years, because national as a result a single session on this 
jother printing may be securely |advertisers are taking the direc-| subject was held, with Karl T. 
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taken care of by careful allowance 
and by measuring the space occu- 
pied from cut-off rule to cut-off 
rule. 

Although some confusion ap- 
Finn, Cincinnati Times-Star, and|parently exists, it became clear 
Robert K. Drew, Milwaukee Jour-|that NAEA members intend to 
nal, leading the discussion. maintain operation of the standard 

| without deviation. It was empha- 
Standard Approved |sined, however, that ite Uiieids 
The standard, which is designed 


success depends very largely on 
to solve the troublesome prob-|keeping shrinkage to a minimum. 
lem of mat shrinkage, was adopted 


Monday evening the NAEA 
by NAEA in June and put into| played host to more than 100 Chi- 
effect by some 600 papers last 


fall. It developed that, in gen- 
eral, the procedure drawn up has 
met with the approval of both ad- 
vertisers and agencies, although 
isolated examples of resistance 
have been seen. Under the stand- 
ard, orders to newspapers must 
call for a definite depth in lines 


discuss the recently adopted 


ST.«83 Gs SE rs 


MISSOURIS A MARKET 
pd 


ST. JOSEPH NEWS-PRESS 
St.FJoseph Ouzette 


1s IT OR 
SMALL TON TOWN COMING J 
? - gw NEXT WEEK® 


members at the Edgewater Beach 
Hotel Monday through Wednesday, | 
included: 

Announcement of plans to ex- 
pand the budget and services of | 


the Bureau of Advertising, ANPA; 

First showing of the bureau’s 
slide film, “Grass Roots and 
Greater Profits”; 


‘Pressure’ Halts Campaign 


Disclosure that Westinghouse 
Electric Corporation this month, 
yielding to “pressure in the field,” 
canceled plans to run its first na- 
tional campaign in newspapers for 
its Laundromat washer; 

Showing of an “insert” type of 
newspaper ad developed by the 
Boston Herald Traveler; 

Adoption of a resolution calling 
on Congress to provide for a 
Census of Manufactures and a 


» Census of Distribution in 1948 and 


at five-year intervals thereafter. 
Following the keynote speech of 
retiring president Robert K. Drew, | 
Milwaukee Journal, the confer- 
ence heard a discussion of the 
method developed by the Herald 
Traveler by means of which tip- 
ons may be inserted wherever de- 
sired on a newspaper page with- 
out reducing the speed of the 


— 


» new 
tation 
| pro- 
ce for 
eland. 


PRINTING 
WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 


to serve you so well that you will come 
back again. We can lighten your bur- 


dens—and at the same time produce | 
better and more profitable printing | 


| in New Orleans 


for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


ORPORATION 


+ ENGRAVING + PRINTING 
N. RUSH ST., CHICAGO, WHitehol! 2300 


Gives Volume Leadership 


“TTEM played 


important part 
in our success,” 


®, says Kirschman’s 
‘= :/ 


In furniture store lineage, 


the Item has maintained 
outstanding leadership in 
the New Orleans daily news- 


paper field. 


A 


Your New 


Selling Foree ‘ 


SAWYER-FERGUSON-WALKER 


ITE: 


NEW ORLEANS 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circutotion in Louisiana 


(92% concentrated in the New Orleans market 


growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 12,000,000 lines carried in 1946 


CO 


.. NATIONAL REPRESENTATIVES 
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cago agency executives at a re-,; 


hat! si 


cember, culminating two years’ 


Mr. Stevens said, a Westinghouse 


ception and buffet supper arranged | efforts by newspaper representa- | official told him that pressure on 
by a local committee headed by|tives and the national division of | 'dealers had been so great, in op-| 


C. R. McKittrick, Chicago Trib-|the Bureau of Advertising to in- | position to the drive, 
une, and Ken Dennett, O’Mara & | duce the company to try 
| medium. 


Ormsbee. 

Clark Stevens, Sawyer-Fergu- 
son-Walker Company, told mem- 
bers Tuesday that the Westing- 
house campaign for Laundromat 
had been first decided on in De- 


the | 


On Jan. 9, he declared, Westing- 
house’s agency, Fuller & Smith & 
Ross, Cleveland, canceled the 
drive, scheduled to open in news- 
papers in 12 plant cities. Later, 


Published in the hub 
of INDIAS™ 
z lite & affairs 


4 


Delhi — Capital City of India—is the 
*," home of the Hindustan Times (in Eng- 
7 lish) and Hindustan (in Hindi), the 
most popular Dailies in Upper and 
uf Northern India. Their Nationalist er 
finds ready acceptance among the middle 
and upper classes of a vast area which 
stretches as far South as Jubbulpore and 
North to the limits of the Frontier Prov- 
ince. Well-produced, brightly edited and 
with an up-to-the-minute news service, 
the Hindustan Times and Hindustan con- 
stitute media of the first importance to 
advertisers. You will find through them 
a ready response from a public whose 
standards of living are constantly improv- 
ing and whose needs in a wide variety 


of goods are steadily increasing. 
ere 


Hindustan Times 


(in English) 


Hindustan 


(in Hindi) 


ae ee per and Northern India know what you have to sell through 
vertising columns of the two papers with the largest circulation 
in poyh vs areas. 

Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, SALISBURY COURT, FLEET STREET, LONDON, E. C. 4. 
Cables Hintimes London 


Se ee ee ee re 


In the Tampa-St. Petersburg Market 


OO eee 


Oe ee ee ee er ee 


2 out of 5 
LIVE and BUY 


in St. Petersburg 


The two cities, St. Petersburg and Tampa. make up a 
Metropolitan Market rich in buying power and retail sales 
. . and 2 out of 5 people in this market live in St. 
Petersburg. They buy in St. 

St. Petersburg newspapers. 
cm 


with 


Petersburg and they read | 


these 
Petersburg newspapers. 


To reach people your advertising, use St. 


as no Tampa newspaper has as 
much as 600 average daily circulation here. And remem- 
ber—St. Petersburg, Florida’s fastest 


gives you 40% of the 


growing city, not only 


resident population in Tampa- 
St. Petersburg, but a big bonus of tourist population that 


is important. 


@& - e 
PETERSBUI ORI 
IMES (M 


St. Petersburg 
Retail Sales 
$63,055,000 


St. Petersburg 
Buying Income 
$113,341,000 (net) 


es Sa soil | Ob NAO ets 


— 


that the 
company could not go ahead with | 
‘its plans. 


Stanford Reports 


Alfred Stanford, director of the | 
bureau’s national division, cor- 
'roborated Mr. Stevens’ statement, 
| but refused to disclose further de- 
|tails. Mr. Stanford—by all odds 
|the “fair-haired boy” at the meet- 
‘ing here—revealed that a number 
of other national advertisers, how- 
ever, had begun national cam- 
paigns in response to the divi- 
sion’s year-old policy of giving 
special market-by-market data to 
advertisers and agencies. 

Among these, he revealed, were 
Pepsodent division of Lever 
Brothers Company, which ran a 
test 10,000-line dentifrice cam- 
paign and has scheduled a Pepso- 
dent antiseptic campaign that will 
shortly be released to newspapers; 
Block Drug Company, to run ads 
in 140 papers for Poli-Grip den- 
ture powder, and others. 

So many advertisers and agen- 
cies have sought aid from the 
division, Mr. Stanford said, that, 
his staff can accept only a few) 
more clients. 

Both Mr. Drew and Vernon 
Brooks, chairman of the NAEA| 
sales committee and advertising 
director, New York World-Tele- 
gram, expressed “inability to ene} 
words” sufficient to praise Mr.| 
Stanford for his work. In 1946, 
Mr. Brooks said, the bureau’s na- 
tional division had assembled 
county-by-county market infor- 
mation for the entire U. S.; had 
prepared a variety of promotional 
pieces emphasizing that the bu- 
reau could help manufacturers 
solve their sales and advertising 
problems by studying differences 
in markets, and had finally “been 
swamped” by requests for aid. 

Mr. Drew reminded members 
that their three-year contracts 
with the bureau for supporting its 
program will end early in 1948 
and that they should make an 
early decision as to how far they 
will go to support the bureau’s 
plans to add to its staff and ex- 
pand otherwise. 


Stresses 8 Cities’ Sales 


The “Grass Roots” film shown 
by Mr. Stanford emphasizes that 
the nation is the “United” rather 
than “Uniform” States of America. 
Much of the film demonstrates the 
point by showing how sales in 
eight cities— Worcester, Mass., 
Waterbury, Conn., Trenton, Can- 
ton, Erie, Fort Worth, San Diego 
and Washington—compare with 
those of certain states. 

The slide film will be shown 
to advertisers and agencies by 
newspaper executives. Mr. Brooks 


|tion manager, 
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AT CHICAGO MEETING—Newspaper advertising executives from the South 

attending the NAEA convention included Russell E. Scofield, Lexington Herald- 

Leader; Aubrey F. Murray, New Orleans Times-Picayune, and Henry McClaskey, 
Louisville Courier-Journal. 


points to greater use of news- ‘drug and cosmetic advertising, she 
papers by manufacturers at gen-j|asserted, if, like the radio net- 
eral space rates. He cited Ad- | works, they set lower rates for 
miral Corporation and Emerson | “continuity” in advertising. 
Radio & Phonograph Corporation| At the final business session the 
as having placed large campaigns|NAEA elected Mr. Egan presi- 
in newspapers recently, at gen-/|dent; Mr. Manzer first vice-presi- 
eral rates. dent and George G. Steele, Phila- 
| delphia Bulletin, second vice- 
‘president. New directors elected 
Margaret Egan, assistant promo- | for three-year terms included Mr. 
Marshall Field &|Lewis, Mr. Grinham; Herman P. 
Co., told members that newspapers | Diehl, Le Canada, Montreal, and 
will gain rather than lose adver- |John F. Reid, Boston Globe. 
tising revenue if they establish | 

special discounts for advertisers 

‘using 13, 26 and 39-week cam-|Lantern Club Elects 
paigns. Only immediately prior The Lantern Club of Boston 
to the war, she said, had the comprised of New England rep- 
“smart” retailers decided to build resentatives of national magazines, 
their sales over the long run by | has elected William H. Pond, The 


erican Weekl as governor, 
establishing continuity series of |G eal Remiewns. United 


ads. The newspapers could regain | states News, as secretary-treas- 
their former high percentage of | urer. 


Egan Demands Change 


The March 1947 Issue 


of 


FROZEN FOODS 


and The Locker Plant 


will be the 
1947 CONVENTION YEAR-BOOK 


Extensive plans are being made for the March Convention Year-Book 


said the bureau will “regionalize” 
the U. S., appointing a coordinator 
for each region to direct showings. | 


He revealed that other films in | 
| preparation cover effective and in- 


effective campaigns, a study of | 
food copy preparation and other | 
subjects. 

Herbert G. Wyman, advertising | 
director, Pittsburgh Post-Gazette, | 
reporting for the National Retail | 


{Dry Goods Association committee, | 


announced that after several years | 
of meeting opposition from retail | 
advertisers in discussion of news- | 
paper advertising problems, a | 
joint committee had been set up to | 
iron out such problems. NAEA| 
members of the joint committee, 
he said,” would include himself: 
Mary McClung, New York Post; 
George Grinham, St. Louis Globe- 
Democrat; Harold Manzer, Wor- 
cester Telegram-Gazette;: Earl M. 
Dempsey, Boston Herald; W. W. 
Watson, San Antonio Express, and 
Loyal Phillips, New Orleans Item. | 

Reporting for the cooperative 
advertising committee, J. W. 
Fleck, advertising director, De- 
troit Times, said that evidence 


to be published in conjunction with the National Frozen Food Industry 
Exposition — sponsored by the National Association of Frozen Food 
Packers—to be held in San Francisco, March 19-21, 1947, concurrently 
with the association’s annual convention. It will be an unprecedented 
issue ... in service to the frozen foods industry and in advertising 
value to all those who sell their products or services in the industry. 


The Convention Year-Book will be an outstanding and complete survey 
and statistical report of the frozen foods industry. It will be a veritable 
encyclopedia of information . . . complete with pictures, charts. fact- 
and figures . . . a textbook of the industry’s progress to date and the 
trends indicated for the future. It will be read and studied as an 
record for many months to come. 


authoritative reference 


Distribution of the March issue will be expanded over the regula: 


monthly circulation of 10.000 copies to include those attending the 
Exposition and Convention. You will undoubtedly want to include thi- 


big issue as part of your 1947 advertising schedule to reach the frozen 


foods industry in all its branches. 


QUICK FROZEN FOODS 


NEW YORK 5, N. Y. 


82 WALL STREET 


“The Magazine That Grew Up with the Industry” 
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,count from Federal to Chirurg is | RALPH W. ASHCROFT ton was with Morse International, —<. Star’ Buys Mill, 


New England Scrap it reflection of the importance of | Toronto — Ralph W. Ashcroft, | serving as a vice-president from 


the New England market to the 72, manager here of Canadian Ad- | its founding in January, 1937. He Converts to Newsprint 


|Ediphone division. Up to now | vertising Agency, died Jan. 9 after had formerly been with McCann-, The Kansas City Star has ®pur- 
|New England has been one of the a brief illness. Erickson, for 15 years, and pre- | Chased the Flambeau Paper Com- 
| leading sales districts. _ Mr. Ashcroft was long a friend| viously was an instructor in ad- | P&my, Pare Falls, hha - has 
Atwell, which has had 30 years’ of Samuel Clemens (Mark Twain) |vertising at Columbia University. converted part of the mill's pro- 


s : , ‘ duction to newsprint—the first ex- 
p k A d h experience in New England sell-| and was his agent for a decade. | = ‘ample of a reversed trend. During 
IC .) u ograp ing, picked the latest entrant into| He served in railroad and export F, M. WARWICK ‘recent years several newsprint 
|the buzzing office equipment field. | fields until 1913, when he became} To_enpo—F. M. (Jack) Warwick | mills have converted to the manu- 

(Continued from Page 1) | The Audograph is made by Gray, | advertising director of Dominion | g5, associate editor of the Toledo | facture of book papers. 


a company which up to now has/ Rubber Company in Montreal. He! Blade and for 43 years its “most | I egg en Page —— i: 


Gray Mfg. Company’s Audograph. ; ; 
In bold copy Atwell said: | confined most of its manufacturing later served as advertising direc- | reliable funny-man and_philoso- 

“The Atwell Company, world’s | t© the coin-operated telephone. It/tor, United States Rubber Com-|pher,” died Jan. 12 at his home|,. 
largest independent distributors of |@!So designs other electronic de-|pany, New York; with Ames, here. In 1884 Mr. Warwick and | LiF alco to LeQuatte 
soundwriting equipment, an- | Vices. Its agency is Edward W.|Holden & McCready in Montreal | the late President Warren G. LiFalco Mfg. Company, Little 
nounces the termination of its for- Owen & Co., Hartford. and Gooderham & Worts and. Harding bought the Marion Star, Falls, N. Y., manufacturer of 


Smer business relationship with | Trans-Canada Broadcasting Com- their partnership lasting until Mr. Danti-Knit underwear and chil- 


dren’s sleepers, has appointed 


Thomas A. Edison, Inc., Orange, . pany here. Harding entered politics. Mr. War-|H. B. LeQuatte, Inc., New York 
be South N. J., and its selection of the Au- Appoints Gerber i | wick joined the Blade in 1904. ‘in ndelia tie advertising. ’ 
; Pieaald. dograph, the new electronic sound- Edwin L. Gerber, formerly pub- | SHAW NEWTON 


cClaskey 


writing instrument . .. the only 
instrument, in our opinion, which 
enables us to render in the modern 


lic relations director of United 
Advertising Agency, Newark, has 
been appointed managing director 
of the New Jersey Council, Tren- 


NEw CANAAN, Conn. — Shaw | 
Newton, 52, for four years an ac- | 
count executive with Donahue & 


COMING 


- business world of today constantly - ‘ : -y 

ising, she recto cathe ton. United is one of two agencies | Coe, New York, died Jan. 11 at his * 
Ain net- better service to our customers... serving the council. ‘home here. Until 1942, Mr. New-| ae N EXT Ww EEK 
sates for Our decision was made only after 

2 thorough analysis of product and 

ceailine the pppolicy development within the in- 

a presi- aostty 4. 

ag om Signed by Key Men | 

e, Phila- . 

1d vice- The copy was signed not only | ‘| 


s elected with the company’s logotype but | 
uded Mr. Bwith 12 signatures of Atwell’s “key 
erman P. Bmen.” 
real, and Reverberations came rapidly: 
»be. (1) Edison took large space | 
(Voicewriter has previously been 
in magazines) in New England 
Ss newspapers, 
(2) Federal Advertising Agency, 


PRINTING PRODUCTS CORPORATION 


f Boston, Bnew York, which has had the Edi- et 

land rep-#@ one account for ti ill ot ae 
nagazines, M>"° or some time, wi 0 nei : 
ond, The mresign; a 
governor, (3) James T. Chirurg Company, 


aS 
_, 


United Boston, will be named as agency. 
ary-treas- On Jan. 6, in eight cities, Edi- 
son headlined “Important News 
——— Bfor New England Ediphone Users,” | 
1 Band went on to announce in full- 
page ads the opening of sales and 
service offices in Boston, Provi- 
edence, Hartford, Worcester, 
Springfield, Bridgeport, New 
Haven and Fall River. The copy | 
added: “Anyone having unfilled 
jorders for Ediphone voice-writing 
fequipment should call” a Boston 
telephone number. 
In subsequent advertisements, Lo is a large volume of the kind of printing Printing Products 
Edison emphasized its experience Corporation is best pep and organized to produce, so if in 


in the electrical field, and pointed doubt, it is best to write or phone what is wanted and information will 
out that “in the men now staffing be promptly given 


our newly - established sales and ‘ : 9 ae 

service offices in the New England Here is complete equipment and organization to handle all or any part 
cities listed, you’ll find the sarie of printing orders in which we specialize—from ILLUSTRATIONS 
and COPY to MAILING. 


pride in the Edison name .. .” 
Insiders guessed t ison’ os : . 
decision te yen a pc Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


A large, efficient and completely 
equipped printing plant. od 
(The former Rogers & Hall — | 
Company plant) ‘ 


New Display Type 
for all printing orders. 

Clean Linotype 
Monotype and Ludlow 
typesetting. spe 

All Standard Faces 


of type and special 
faces, if desired. — 


So EE A 


Good Presswork— 
one or more colors. 


Facilities for Binding 
Business methods and financial standing .are the best, which statement as fast as the presses 
is supported by customers, supply houses, credit agencies, First National print. 

Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Production Problems? 
Post War Worries? | 
Marketing Maze? 


)0K 


Mailing and Delivery 


par-Book ° service as fast as 
Industry | P PeOfeer Luality copies are completed. 
og a ‘WHERE D0 WE 60 because of up-to-date equipment and best workmen. 

-urrently 

cedented Zuich Delivery A SAVING is often obtained 


vertising because of automatic machinery and day and night operation. in shipping or mailing when 


FROM HERE 7” 


industry. Right Price a oles cbamet pea rr gr 
o euevey distributing point. 
wasttabile because of superior facilities and efficient management. 
rts. facts | A printing connection with a large, reliable printing establishment 
and the | will save much anxiety regarding attentive service, ¢° 
das an quality and delivery. = art’ 
| wt ARE STRONG on ouR SPEC 
. regular 
ding the 
lude thi- 


1e frozen 


(THE FORMER ROGERS AND HALL CO 


PRINTER SPECIALISTS 


+ 


LUTHER C. ROGERS H. J. WHITCOMB 


DS 


ihe movie 
i Board Chairman and : Vice President and 
of the year | Management Advisor Artists - Engravers + Electrotypers Assistant Director of 
peaks § L. C. HOPPE Sales 
Peaks tor | Vice Chairman L. C. HOPPE . 
5 N.Y heastoaite-$ | and Managing Director Telephone Wabash 3380——Local and Long Distance Prete j 
» Ye “merica’s tuture A. R. SCHULZ . a a 
Grcaideok and Polk and La Salle Streets, Chicago 5, Illinois W. E. FREELAND 2 
Director of Sales Treasurer = 2 


lowing Soon! 
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The Hearst Newspapers offer 


A Plan 


to Prevent Str 


FROM AN EDITORIAL BY 


William Randolph Hearst 


APRIL 7, 1941 


“A national court of arbitration should be estab- 
lished and armed with as much dignity and author- 
ity as the Supreme Court of the United States. 

“Compulsory arbitration of all labor disputes 
should be decreed by Federal enactment. 


“And the decisions of the court of arbitration 
should be enforced with the full power of the 
Federal Government. 


“Strikes should be outlawed and the complete 
machinery to enforce their suppression should be 
fully established and fearlessly operated. 

“There is nothing experimental about these pro- 
posed processes. 

“Similar processes exist in Australia under a 
radical government. 


“They have successfully accomplished their ob- 
jective of maintaining labor peace and of preserving 
the public peace. 

“Strikes accompanied with their interruption of 
employment and production, whether marked by 
force and violence or not, are of no benefit to labor— 
of no benefit to industry, even if industry should 
win the strikes—and certainly they are of no ad- 
vantage to the public, either in war or peace. 


“Strikes should be definitely abolished. 


“The settlement of disputes by force and violence 
should not be permitted to labor and industry any 
more than toany elements of a civilized community.” 
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FOR ACTS OF 
NaRINeT THE 
NATIONAL WELFARE 
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This editorial was published more than five years ago, 
yet to date nothing whatever has been done to stop strikes 
and strike damage. 


The Hearst Newspapers have continued and will continue 
to press for compulsory arbitration of labor disputes. They 
believe that labor, industry and the public all deserve pro- 
tection. They are certain that a majority of patriotic Ameri- 
cans will strongly endorse their stand. And the Hearst News- 
papers are American papers published for the American people. 
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Mdvertising Age, January 20, 1947 
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FITTED—''Best fitted for a specific job" 
is the story in the new series of car- 
toon-illustrated ads Reliance Steel divi- 
sion of Detroit Steel Corp. is using in 
Iron Age, Steel and purchasing agent 
business papers. Simons-Michelson Co., 
Detroit, is the agency. 
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Here's what it takes to make a Martini sing *’ 


SE caadeall z 
, if The number one “must Orly these matchless botanicals 
a They hove what it totes 
*.. 
And there you have it 


HIRAM 


WALKERS 


Piistilded Seruiton L Dog 


GIN 


STS MUSTS FOR MARTINI MUSIC—Opening ad in a new magazine cam- 
aign for Hiram Walker's gin is this color page appearing this month in 
merican Magazine, Collier's, Life and Newsweek, through LaRoche & Ellis, 
ew York. Copy continues Walker's ‘distilled with imported botanicals" story. 


ae 


RESIDENTS, NOW AND THEN—J. W. Egan Jr., vice-president and adver- 

ing director of the Toledo Blade, left, new president of the Newspaper 

dvertising Executives Association, sits with James Mooney, center, president 

Willys-Overland, and Robert K. Drew, advertising director of the Milwaukee 
Journal and retiring president of the NAEA. 
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‘N'S SECOND—The frozen food divi- 
on of College Inn Food Products Co., 
‘cago, has begun distribution of its 
cond pre-cooked roduct, quick 
ozen Turkey a la Creole. The |2-ounce 
ackage with cellophane overwrap fol- 
Ps the company's orange, yellow and 
black College Inn color scheme. 


_ 


TALK OVER NEWSPAPER PROBLEMS AT NAEA CONVENTION—Three Chicago Times mem at the left are J. L. Clark, Richard Binder and Leo Abrams. Center, 

sharing a story and a smoke are R. B. Choate of the Boston Herald Traveler and E. D. Madden, general manager of the American Newspaper Advertising Network, 

New York. The group at the right includes Ray L. Powers of the Houston Press; Jim Beck, national advertising department, Scripps-Howard Newspapers; G. C. 
Stone, Cleveland Press, and W. C. Bussing, president of the Evansville Press Co., Evansville, Ind. 


LEARNS ABOUT FM—Benjamin Katz, seated, president of Gruen Watch Co., 

Cincinnati, who signed the first FM contract with WCTS, the Cincinnati Times- 

Star's FM station, is being shown the control panel, here, by Hulbert Taft Jr., 

left, managing director of WKRC-WCTS, and George A. Wilson, head engi- 
neer. The Gruen time signal will be heard every hour on WCTS. 


GROUPS GATHER AT NAEA CONVENTION—Evidently amused by their comparative heights, the group at the left, at- 

tending the Newspaper Advertising Executives Association convention in Chicago includes (left to right) W. F. Aycock Jr., 

Birmingham News and Age-Herald; S. D. Anderson, Buffalo Evening News; M. C. Robers and J. E. Woodman of Kelly-Smith, 

and William J. Callanan of the Buffalo Evening News. The four people at the right are, in the usual order: A. H. Williams, 

Rock Island Argus; Sue Pyke Bennett and Alita Beken, of Vogues and Values, Inc., New York, and Paul L. Gorham, Illinois 
Daily Newspaper Markets, Springfield. 


FOOD, DRINK AND GUESTS—Newspaper Advertising Executives Association members took time out at the end of the 
first day of their Chicago meeting to have a reception and buffet supper, at which more than 100 agency men were 


guests. 
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FM May Be Better 
Buy, Group Told; 


More Sets Coming 


FMA Raises $50,000 
Budget to Promote 
Expanding Medium 


WASHINGTON — More than 700 
broadcasters, equipment manufac- 
turers and others who swarmed to 
the organizational meeting of the 
Frequency Modulation Association 
here Jan. 10 were told to “get rid 
of their inferiority complex” if 
they want to make 
money” out of FM. 


Advice on how to make FM pay | 


came from Hugh D. Lavery, Mc- 
Cann-Erickson account executive, 
who reminded FMers that they 


have choice time to offer, some-| 


thing that networks have not had 
for five to 10 years. 

“With thousands of sets already 
in use and millions coming, choice 
time on FM may be a better buy 
than marginal time on established 
standard stations,” Mr. Lavery 
pointed out. 

Since few of the FM operators 
have sizable revenue at the mo- 
ment, they cherished prospects of 
“circulation” in the way of 4 to 5 
million receivers during 1947. 


Predicts Equipment Boom 


FM’s inventor, Maj. Edwin H. 
Armstrong, saw $100,000,000 busi- 
ness in FM equipment in 1947 “as 
manufacturers chase after the 
train they missed in 1946.” Only 


“folding| 


180,000 receivers were produced |secretary, and Arthur Freed, | 
last year. |Freed Radio Corporation, treas- | 
| An FMA director, Leonard Asch | urer. All are radio “old timers.” | 


‘of WBCA, Schenectady, believes | 
‘there may be more sets this year 
than 
| With 6,000,000 standard table 
models already on dealers’ shelves, 
| manufacturers will have to turn to 
|FM, he predicted. 

| “During 1947 FM sets will be 
selling, while standard sets are 
|collecting dust on dealers’ shelves 
‘or being given away instead of 
‘dishes at the local movie,” he ex- 
plained. 

Formed to do a job the NAB will 
not touch —the promotion of a 
special medium—FMA easily set 
up a $50,000 budget on the basis 
of membership fees and contribu- 
tions from broadcasters and sup- 
| pliers. 


Bailey Heads Promotion 


With this money, J. N. (Bill) 
| Bailey, its paid executive director, 
‘is tp stimulate promotion of FM 
nationally, and through regional 
sub-groups and local efforts of FM 
| operators. 

| Mr. Bailey resigns as associate 
‘editor of Broadcasting to oper 
FMA headquarters here Feb. 1. 
He works under the supervision of 
|a 12-man board of directors. 

| A heavy proportion of the unex- 
|pectedly large attendance at the 
_meeting was made up of newcom- 
‘ers to radio. FMA’s president, 
| Roy Hofheinz of KTHT-KOPY 
(FM), Houston, entered the field 
only two years ago after resign- 
ing as a county judge. 

In addition to Mr. Hofheinz, 
|FMA officers are: Everett L. Dil- 
| lard, KOZY, Kansas City, and 
'WASH-FM, Washington, vice- 
|president; Frank A. Gunther, 
‘Radio Engineering Laboratories, 


~CIRCU 


In SCHENECTADY, N.Y. 
The LEADER in 


ADVERTISING 
“RESULTS 


is the 


LATION 


G 


SCHENECTADY 


AZETTE. 


REYNOLDS-FITZGERALD, INC., National Representatives 


—TOTAL 
11 Months 1946 
GAZETTE 
2nd PAPER 
Gazette Lead 


ADVERTISING— 


(Media Records) 

8 421,646 lines 

7,576,707 lines 
844,939 lines 


anyone has yet predicted. | 


Denny Promises Aid | 


The entire FCC was on hand for | 
ithe luncheon meeting, as Chair- 
man Charles Denny promised that | 
the commission would establish al 
regular working arrangement with | 
FMA to assist in the promotion | 
of FM. 

He reported 136 FM. stations | 
now on the air in 100 cities in 33 
states and the District of Co-| 
lumbia, and promised that there | 
would be 700 broadcasting by) 
Christmas. 

The FCC chairman called for) 
aggressive promotion of FM, 
through newspaper advertising, | 
demonstrations and _ cooperation | 
with dealers and maintenance) 
men. He urged stations to get up) 
to full power as quickly as pos- | 


men are friendly to FM, but not 
|aware of it as an advertising me- 
dium. While all big agencies look 
|}ahead to television, and many ad- 
_vertisers are taking time as “in- 
|surance,” he found few concerned 
with FM. 


Advises Single Rate 


He advised operators to adopt 
one rate and stick to it. In some 
cases, he said, stations sell time to 
agencies, and give it away to local 
dealers. 

He advised operators to build 
their own list of clients and to re- 
sist the urge to steal clients from 
| their competitors. ‘Agencies are | 
disgusted with newspapers that | 
have done this sort of thing,’ he 
| declared. 

FMA Directors are C. M. Jansky | 
Jr., Washington radio consultant; | 
Mr. Asch; Stanley W. Ray Jr.,| 
WRCM-FM, New Orleans; W. R.| 
‘David, General Electric Company; 
E. J. Hodel, WCFC, Beckley, W. | 
|Va.; Raymond F. Kohn, WFMZ-| 
FM, Allentown, Pa.; Wayne Coy, | 
|WINX, Washington: Ira Hirsch-| 
|/mann, WABF, New York; Gordon 
Gray, WMIT (FM), Winston- 
‘Salem; Mr. Hofheinz, Mr. Dillard 
/and Mr. Gunther, all members of 
| the original 12-man steering com- 
mittee. Leonard H. Marks, of 
‘Cohn & Marks, Washington, 
| legal counsel. 


Stromberg-Carlson to 
Increase ‘47 Ad Budget 


The 1947 national advertising | 
schedules for the radio, sound and | 
telephone divisions of Stromberg- | 
Carlson Company, Rochester, N. Y., | 
have been substantially increased | 
over last year. The radio division | 
schedule more than doubles that 
of 1946 and includes insertions | 
throughout the year in American | 
Magazine, Better Homes & Gar-| 
dens, Collier’s, House Beautiful, | 
National Geographic and The New | 
Yorker, supplemented by news-| 
papers and radio. The sound di-| 
vision campaign includes Business 
Week and _ trade _ publications, 


| 


_continue its schedule in telephone 

| business papers. 
McCann-Erickson, New York, is 

the agency for the radio and sound 


while the telephone division will | 


Regardless of any and all 
atmospheric conditions 
it's ALWAYS 


CLEAR LISTENING with... fi 


Advertising Age, January 20, 1947 


Make sure your new radio has FM 


oF soon will be, on the air with FM, 


actual broadcast itself. FM brings you the highest and the lowest mu- 


sical notes with startling fidelity, color and brilliance. 


On FM 88-108 Megacycies 
© TWO FM stations programe are oe Ube sit wow 
(he Washington Melrepotiae area 
© Some rade stores us ihe Washington 
© At heaet BIGHT more PM radio stations will be PM mts rallabtie fer pe chame fom 
errieing 
© Order you radie with FM today 
© Withowt an FM rede yow're guing te alee mack 


Se Rome eet er sateen! eM the FM 6S 108 megecycie tant 


Ask for EM Demonstration 


© Vow favors rete Genie) 0 @mensueie TR 
te you today 


© Uf yen bey © \elevinton wet be ware ts tine baw 


sible. Meanwhile, he said, they ape a ap eS a “WINX-FM 
should make sure listeners under- coteutemestychuretetes...00 extehe te dul anagh WwDC-FM 
stand that the present FM service crake 
is far below the service that will pet ne eth ni aig sary. peer eemagR WOFM-FM 
be available when station signals | egdinabshlagtandion Mstanaeue ded an: WGAY-FM 
are strong enough to blanket the. rs vacuum cleaners transformers and many other electrical devices WHMB-FM 
area. FM Enables Yeu to Enjoy « full-bodied crystal<lear tone with WQQW-FM 
Mr. Lavery reported that agency cubes usu adtedaaieemaenen *WASH-FM 


inde ates reds mations mow 


FOR PERFECTION * « 
IN RECEPTION. 


Common te HF Kannan & Aerator Ateneo 


For A.M. or P.M. .. . it's FM for clearer reception in the Nation’s Capital 


PROMOTION PRAISED—This ad in th 
Chairman Charles Denny as typical o 
Jan. 10 as the Frequency Modulatio 


e Washington Post was praised by FCC 
f the promotion FM needs. Appearing 
n Association met to organize, it was 


sponsored by seven independent FM licensees. Three network affiliated licen- 


sees did no 


t participate. 


Buchanan & Co., New York, has 
appointed James C. Fletcher, 
president of the Berkshire [e- 
search Foundation, as vice-presi- 
dent in charge of industrial de- 
velopment and labor relations, 
thereby making available’ to 
Buchanan clients Berkshire’s fa- 
cilities for the coordination of 
advertising, public relations, labor, 


' government, consumer and indus- 


try activities. 


Sherman Joins BNF 


Edgar J. Sherman, formerly di- 
rector of regional offices for the 
National Association of Manufac- 
iturers, has joined Brand Names 
| Foundation, New York, as director 
|of development and assistant man- 
aging director. He will have 


gram, internal organization and 


finances. 


| Buchanan Names Fletcher | Berner Heads Collman 


‘Advertising, Sales 


Paul N. Berner, former: sales 
manager of Lovell Mfg. Company, 
Erie, Pa., has been made vice- 
;president in charge of sales and 


advertising for Collman Mfg. Cor- J 


poration, Erie, maker of the new 
|Collman “58” electric shaver in- 
{troduced in magazine pages last 
|November. The 1947 advertising 
|schedule includes full pages in 
'The American Weekly, Life, The 
| Saturday Evening Post and Time 
Ralph H. Jones Company, 
York and Cincinnati, is the agency 


} . 

‘Squirt Names Mayer A.M. 
Walter Mayer, formerly spac 

and time buyer of Compton Ad- 

|vertising, New York, has been 


is|charge of the development pro-|appointed advertising manager 0i 


|Squirt Company, Beverly Hills, 


\ 


Casler, New York, handles adver- 
|tising for the telephone division. 


Doubles Ad Budget 


Reid, Murdoch & Co., Chicago, 


Corporation, will more than double 
the 1947 advertising appropria- 
tion for Monarch Finer Foods as 
compared to any prewar years. In 
addition to full color pages in The 
Saturday Evening Post, news- 
papers, radio and transportation 
|}media will be used. Point of sale 
material will continue to have an 


ie ° ‘ 
important place in the advertising 


budget. 


divisions, and Stewart, Hanford & | 


a division of Consolidated Grocers | 


Cal. 


The finest ads that you can write, 
Receive our best, by day or night. 
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Fconomic Change 
orces Revision 
of Distribution 


New YorK—Unpredicted upsets 
n national economy have made 
1ecessary drastic revisions or dis- 
arding of planned distribution 
ystems by virtually all companies 
n almost every line of industry, 
vith the result that most of them 
pre no better prepared now for the 
uyers’ market than they were 
nore than a year ago. 

That is the consensus of market- 
ng and sales executives surveyed 
by the American Management As- 
ociation in connection with its 
narketing conference here Jan. 9- 
10. Most of the companies affected 
y distribution upheavals were re- 
uctant to predict when normal dis- 
ribution would return but the 
nost optimistic named a minimum 
ff “several months” while other 
orecasts ranged all the way to two 
rears. : 

Much of the uncertainty about 
jistribution is the result of con- 
usion about pricing policies 
brought not only by control but 
lso by unsettled production con- 
jitions 
osts of labor and raw materials. 
Another factor has been increased 
tiffening of consumer resistance 
n prices and quality. 

Former population patterns are 
1ot accurate any longer, many 
nanufacturers feel. Vital changes 
ave been effected by war-born 
population shifts which have been 
o widespread as to make neces- 
ary wholesale shifting of distribu- 
ion and sales forces. 

Named as one of the major prob- 
ems is the question of adequate 
ompensation for salesmen. The 
AMA reports that many schemes 
lave been suggested, but that they 
how a remarkable lack of simi- 
arity. Most executives said they 
elieve that this is one point that 
eeds considerable clarification. 


Should Exchange Cost Data 


Richard D. Crisp, sales analyst 

S. C. Johnson & Son, Racine, 
Vis., told the group that manage- 
nent ought to exchange informa- 


ion on distribution cost reduc- | 


ion, and that progress had been 
‘retarded by an attitude 
hrouds in corporate secrecy” data 
f this type. 

Johnson, he said, had ap- 
roached its problem by (1) con- 


arising from fluctuating | 


‘““which | 


| 


Last Minute News Flashes 


‘Rousseau, Jump Form New Company 
New YorK — Lee Rousseau, formerly account executive and new 


have formed Market Research and Advertising, Inc., with offices at 
| 17 E. 42nd St. Mr. Rousseau will be vice-president in charge of ad- 
| vertising, Mr. Jump vice-president in charge 
(There will be no president of the corporation). 
| seven clients will be announced soon. 


Nestle’s Starts Two New Campaigns 

| New YorKk—Nestle’s Milk Products is launching a campaign for 
| Nescafe with 600-line copy in 200 newspapers across the country, sup- 
| plemented with chain-break radio spots. Copy will start in news- 
paper supplements and magazines in about 60 days. 
| beginning a series for Nestle’s milk, using various-sized copy in 200 
| newspapers and also using chain-breaks. Compton Advertising has 
| been appointed for this $1,500,000 account. 

| 


Ford Cuts Prices; Resumes Comic Strip Series 
Detroit—Ford Motor Company, which is expected to break copy 
shortly announcing its $15-50 price cuts on nine car models, also will 


|resume four-color comic section advertising during the first quarter | 


of 1947. The strip, devoted to safety, will again have Al Esper, Ford 


| test driver, as its chief character and will follow the same theme used | 


| when it was discontinued last summer. The Metropolitan Group, Puck 


|—the Comic Weekly and independent papers will be used. The re- | 
J. Walter) 


vival is said to be based on increased car production. 
Thompson Company is the agency. 


Forest City Appoints Foster & Davies 

CLEVELAND—Forest City Products, Inc., manufacturer of Cro-Pax 
foot aids and Sentinel first aids, has switched its account from Hub- 
bell Advertising Agency to Foster & Davies, Inc., with campaigns 
scheduled for general and women’s magazines, trade and export pub- 
lications. 


Kelly-Springfield Launches Ad Drive 

CUMBERLAND, Mp.—Kelly-Springfield Tire Company has started a 
campaign in Business Week, Newsweek, The Saturday Evening Post 
and Time, eight business papers, five export publications and two 
farm papers. An outdoor drive from April through November, and 
a cooperative newspaper campaign, dealer-placed, is planned. Comp- 
ton Advertising, New York, is the agency. 


Burgess Battery Names Ruthrauff & Ryan 

FREEPORT, ILL.—Burgess Battery Company, maker of dry batteries 
and flashlights, has appointed Ruthrauff & Ryan, Chicago, to handle 
advertising of its battery division. 


- F ; 

nickel beer; increased operating =7. : 
costs and sales taxes have grad- Dailies Publish 
|ually forced its price range higher; 

| (4) self-service stores, particularly Almost 11,000 


supermarkets, will increase, 


|needled by the trend to suburban Ads on Cancer 


bee ; ; 
living; (5) Mr. Reed thinks retail-| Cyrcago— Newspaper coopera- 


/ers will shortly meet problemsj|tion with the American Cancer 
| which have long plagued manufac- | Society in its program of educa- 
turers, the demand for higher |t¢jonal advertisements has been so 
| wages and increased unionization 'successful that last year the cam- 
|of employes—and he thinks there paign was the largest newspaper 
‘will be a resultant increase in | advertising effort ever conducted 
family-operated and partnership |jn ag single year, with the excep- 
stores. ‘tion of war bond campaigns, 
| George R. Gould, New Haven Reg- 
jister, told the Newspaper Adver- 
'tising Executives Association here 
Tuesday. 
| Inaugurated at the group’s meet- 


Bendix Aviation 
Promotes Mara 


business head of the Chas. Dallas Reach Company, New York, and | 
James E. Jump, formerly director of advertising and market re- | 
search for Crocker-Wheeler Electric Mfg. Company, Ampere, N. J., | 


of market research | 
The company’s first | 


The company is | 


COMING SOON! 


Will Offer 


a New, Convenient 


TRAVEL CREDIT-CARD PLAN — 


RRANCEMENTS m= beng 
provide even gre — 


RAILROAD SYSTEM | 


| 
| CREDIT CARDS — Missouri - Kansas - 
| Texas Lines, through Anfenger Advertis- 

ing Agency, St. Louis, announced in 900- 
| line newspaper ads from coast to coast 
| plans to issue credit cards and monthly 
bills for travel patrons, including Pullman 
| fares and meals aboard Katy diners. 
| It's along the line of some of the ideas 
of railroader Robert Young, whose 
hopes are detailed in a second AA 
story starting on Page 60 of this issue. 


NAEA Commends 
‘Bridge Book 
on Ad Practices 


Cuicaco — If 


interest exhibited 


'at the Newspaper Advertising Ex- | 


|ecutives Association is any cri- 
terion, the new book, “Men and 
| Methods of Newspaper Advertis- 
ing,” will shortly assume best sel- 
'ler status in the newspaper field. 
Written by Don U. Bridge, ad- 
vertising director of the 21 Gan- 
jnett newspapers, and previously 
|advertising director of the New 
York Times and the Indianapolis 
News, the book is a compendium 
of information on newspaper ad- 
|vertising policies, practices and 


history, based largely on the pro-| 


|ceedings of the NAEA, and the ac- 
tivities of its various commitiees, 
|during the past 35 years. 

The book has been published by 
| Arco Publishing Company, New 
|York, and is also being sold 
|through the office of Robert C. 
| Pace, NAEA secretary - treasurer, 
| 212 Chestnut St., Danville, Ill. The 
| book sells for $3.50 per copy, but 
since many newspapers are ex- 
pected to purchase quantities for 
distribution to all salesmen, quan- 
tity prices have been set up, rang- 
ing from $15 for 5 copies to $2.20 
| per copy in lots of 50 or more. 


| iby retailers 


mer research to learn what buy-| Detrorr—William A. Mara, who|ing a year ago, the initial four 


| 
did not like about products,| joined the company in 


ind subsequent alterations; (2) | executive in charge of product de- 
imination of “duds” from the|velopment, has been named di- 
luct line—this company has 10|rector of advertising for Bendix 
er products than before the | Aviation Corporation. He was 
but the dropped products pre-|previously director of personal 
isly accounted for only 3% of|airplane sales and_ service for 
sales; (3) calculating sales|Consolidated Vultee Aircraft Cor- 
eld per salesman in relation to| poration. 
and individual sales strength;} Mr. Mara succeeds Herbert L. 
(4) using aptitude testing.in hir-|Sharlock as Bendix advertising 
all sales personnel; (5) in-| manager. Mr. Sharlock, who pio- 
talling a sales upgrading system|neered in the aviation and auto- 
n incentive to performance for! motive industries with the late 
‘lesmen; (6) questioning all pre- Vincent Bendix, has been given 


1944 as 


practices—Johnson is drop- leave of absence. 
its cooperative advertising — 
demonstrators. 


‘Berle Replaces Vallee 


Philip Morris & Co., through 
Biow, will replace the Rudy Vallee 
program on NBC (Tuesdays, 8- 


Reed Lists Important Trends 


Vergil D. Reed, associate direc- 
‘or of research, J. Walter Thomp- 
Company, told the meeting 
an examination of trends in 
'ribution channels showed: (1) 
1 stores have hit a plateau in 
rowth, their number has de-| quality of the Vallee program. 
ed, their slice of the retail)! ocneemenssiinictomtsnionst 


Pie will be about the same; (2) /|y7_:; 
| Joins Newark Agency 


imer cooperatives and direct- ; 
nsumer selling have made| Daniel A. McLaughlin, on the 


| editorial staff of the Newark Sun- 
erat ee eee Fg | day Call from 1941 until the paper 

‘| suspended publication last month, 
a : | has joined the United Advertising 
etition); (3) the five-and-ten | Agency, Newark, as director of 
store has gone the way of! public relations. 


|ety show starring Milton Berle 
starting March 11. Radio circles 
have heard for weeks that NBC 


+ 


R . 
“v€ec sees no prospect of increased 


COn 


Cey+ 


8:30 p.m., EST) with a new vari- | 


officials were dissatisfied with the | 


ng a y e i Coca-Cola Quits 
|cancer ads were carried, under 
local sponsorship, in 498 dailies Air: Cocoa Marsh 
|and weeklies, and nine follow-ups ° " 
to Give It Fling 


_appeared in 990 papers. The total 
|°46 effort on cancer thus accounted 
New YorK—The Coca-Cola 
|Company, still short on sugar, is 


\for 1,992 full pages and 8,910) 
|other ads. 


Despite ne ws print shortages, |dropping out of network radio | 


| there 


| are now 1,127 newspapers /after this month, while another 


with a total circulation of 12,500,-|sweets manufacturer, the Taylor- 
000 carrying the copy, Mr. Gould |Reed Company, is going into net- 
| reported. He reported that at his|work radio next month for the 
committee’s request, the associa-| first time to advertise its Cocoa 
tion, which supplies mats for) Marsh chocolate syrup. 

;newspaper use, is now also sup-| Coca-Cola, which canceled its 
|plying reduced-size versions of|thrice-weekly “Spotlight Bands” 
the full-page ads, to appear in|on Mutual last fall (AA, Nov. 4), 
4-column by 10-inch space. |will drop its “Coke Club with 


__—_ Morton Downey” (Mutual, 148 sta- 
Y&R Promotes Smith \tions, Mondays through Fridays, 
Harold A. Smith, manager of | 12: 15-12:30 p.m., EST) effective 
| public relations of Young & Rubi- |Jan. 31. Agency is D’Arcy Adver- 
cam, New York, has been pro-|tising. Coca-Cola probably spent 
moted to director of public re-|in excess of $2,500,000 for radio 
lations, succeeding William H./advertising last year. 
Jenkins, who will resign on Feb.| Taylor-Reed, through Ruthrauff 
| 1 because of ill health. Mr. Smith | ¢ Ryan, on Feb. 3 will begin 
joined the agency in 1942 after). es " ‘ 
having been with Liberty and the sponsorship Mondays, Wednesdays 
New York Daily News. and Fridays of “Hop Harrigan, 
. juvenile’ serial which 


Se ae ee javiation 
Stanley Ups Buckwell |lately has been a five-days-weekly 
Donald E. Buckwell, in the ad- 


sustainer on Mutual (5-5:15 p.m., 
| vertising department of the Stan- | 2ST). The sponsorship will cover 
| ley Works, New Britain, 


Conn.,|about 40 MBS stations. General 
|has been appointed assistant ad-|Foods sponsored “Hop Harrigan” 
| vertising manager. last year on the ABC network. 
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Schenley Alone 


Defends Co-op 


_ Retailer Ads 


WaAsHINGTON—Officials of In- 
ternal Revenue’s alcohol tax unit 
rubbed their eyes last week at 
the unexpected opposition to-a 
plan which would open the way 
for cooperative local advertising 
and. distillers or 
| brewers. 

One of a host of supposedly non- 
_controversial changes in federal 
| liquor restrictions, the cooperative 
advertising provision was hotly 
|protested by a flock of distillers, 
| brewers and state liquor commis- 
| Sioners at a hearing Tuesday. 

It was supported only by Schen- 
ley among the distillers, and by 
scattered retailers. 

The opposition, which had de- 
i'veloped suddenly since the 
changes were proposed late last 
year, contended that cooperative 
promotion would open the way 
for the “tie in’ abuses which 
aroused the public in pre-prohibi- 
|tion days. 


Present $5 Limit 


Present rules limit promotion 

-assistance to $5, leaving distillers 
‘and brewers to their own re- 
sources in obtaining advertising 
|for their product. 
Under the proposed rule, the 
|brewer or distiller could pay half 
ithe cost of that proportion of a 
|retailer’s newspaper advertising 
specifically devoted to his prod- 
uct. He would be prevented from 
|conditioning this assistance on the 
purchase, sale or display of his 
/product, or abstinence from pur- 
chase, sale, display or advertising 
of a competitor’s product. 

Through the Distilled Spirits In- 
stitute, Wine and Liquor Whole- 
salers of America, Small Brewers 
| Association and other spokesmen, 
‘the industry argued that co-op 
|advertising would open the way 
‘for the return of other abuses. 

They referred specifically tom 
signed fixtures which pre-prohi- 
; bition brewers supplied for saloons. 

Schenley spokesmen argued that 
|cooperative advertising, as used 
in other industries, permits the 
|retailer to use more advertising 
\to make the community familiar 
| with the products he handles. 
| After the hearing, fate of the 
rule remained in doubt, particu- 
larly since distillers fear that too 
‘much liquor advertising would 
contribute to a WCTU-sponsored 
movement in Congress to outlaw 
all liquor advertising. 


Grabhorn Named 
WJZ Manager 


NEw YorkK — Merger of WJZ’s 
operations with the departmental 
functions of the American Broad- 
casting Company, resulting in the 
|resignation of station manager 
|John H. McNeil (AA, Jan. 13), 
was further implemented last 
week with the appointment of 
Murray B. Grabhorn to manage 
the 50,000-watt New York outlet. 

Mr. Grabhorn, who also was 
named manager of ABC owned 
and operated stations’ operations, 
remains manager of the ABC sta- 
tions’ sales department and will 
continue to supervise spot sales 
and cooperative program sales, it 
was announced. 

Mr. Grabhorn joined ABC’s sale: 
department in 1942 and was named 
stations’ sales manager in 1945. 

Mr. McNeil left WJZ with the 
statement that ABC’s absorption of 
the station’s operations left him 
too little to do. A few days later 
Don Rich, WJZ director of pub- 
licity for more than three years, 
also resigned. Network sources in- 
dicated Mr. Rich’s duties would be 
absorbed by ABC’s publicity staff. 
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ONE OF THE I2 BASIC 


_ HUMAN INTERESTS | 


Hows your’ 


(AND wey) 


ai 


‘ 


The exciting account of a medical discovery that offers 


new hope to present and potential sufferers 


HAT keeps your blood pressure on 

an even keel or swings it up or 
down in an emergency? How does a 
newly discovered chemical in the body 
prevent strokes? What happens when 
anger, worry or your nerves upsets the 
delicate chemical balance that controls 


the blood pressure of your body. 


These vital questions—and their an- 
swers—riveted the attention of millions 
of readers on an article that appeared in 
the April 21, 1946 issue of The American 
Weekly. Health is everyone’s concern— 
and this article revealed a new medical 
avenue towards the prevention and treat- 
ment of high- and low-blood pressure 
diseases. Here, for all men, was hope not 
just for a longer life but for a healthier, 
happier one, as well. 


The 12 interests—and editorial success 


Health is only one of the 12 basic human 
interests that move Americans. Upon 
these interests, so deep-seated in all of 
us, one of the most successful magazine 
editorial policies has been built. 

a 


It is a policy that cuts across all class 
lines. It appeals to everyone, regardless 
of income, regardless of education or 
social standards. I[t is the editorial policy 
of The American Weekly. 


People everywhere are caught and 
held by the vital stories in this magazine. 
These stories, every one of them, are 
true—for there is no greater drama than 
real life. Every story, even the most 
technical, is written so that everyone 
can read and understand. 


This honest, powerful way of present- 
ing the facts has made The American 
Weekly a vital working force for a better 
way of life. Over the years, for example, 
it has continually published information 
on the great social problem of drinking. 
In fact, its impressive series of articles 
on the effective work of Alcoholics 
Anonymous first attracted nation-wide 
recegnition to that remarkable group. 


Weekly habit in 8,804,000 homes 


It is no wonder, then, that The American 
Weekly reaches one out of every four 


TUL 
SY 


60 Gp» 
tao! Yom 


American families every week. This great 
magazine provides effective coverage in 
more communities of every size than 
any other publication. It is read by 46% 
of the more than 13,700,000 families 
that live in 760 key cities of over 10,000 
population. In these communities more 
than 50% ofall retail business is done. The 
American Weekly carries the advertiser's 
message at a lower cost per thousand than 


any other leading weekly publication. 


Sex, Cock-a-Doodle-Do 


43,998 REQUESTS for cata- 

logs ... resulting in 10.368 or- 

ders for a total of $132,032.70 
worth of merchandise—all this from just 
two advertisements a well-known chain 
of ready-to-wear stores published in The 
American Weekly at a cost of $4,558. 
A typical example of this magazine's 
pulling power. 


THE 


Greatest 
Circulation 
in the World 


Typical articles in The American Weekly 
designed to satisfy the 


12 BASIC 
HUMAN INTERESTS 


ACHIEVEMENT: Those Astonishing De Marco Sisters 
Jan. 12, 1947 


CULTURE: Nero's Temple on the Nile . Jon. 12,1947 
FAITH: “My Faith” by Charles E. Wilson . Jan.19,[1947 
HEALTH: New Hope for Heart Disease « Jan. 26,1947 
HEROISM: Martyrs of Atomic Research . Dec. 15,1946 


MYSTERY: What Happened to Virginia Dare? 
Jan. 12, 1947 


RECREATION: Dance and Stay Young . Dec. 15,1946 
ROMANCE: Dickens’ Secret Romance . Dec. 15, 1946 


SCIENCE: Heating Your Home by Refrigeration 
Feb. 2, 1947 


SECURITY: Our Underpaid Teachers .. . Feb. 9, 1947 
SELF-IMPROVEMENT: Saint of the Slums 

Jan, 26,1947 
TRAGEDY: “ Stole a Coughdrop’”’. . « jan. 19,1947 


- 


MERICAN 


EEKLY 


“The Nation’s Reading Habit”—A Hearst Publication * 
959 EIGHTH AVENUE, NEW YORK 19, N. Y. 
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